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TROSTEL TRIUMPH 


TROSTEL LEATHERS SUIT TO A “T" 


TARY, 


Mi again sets the trend . . . back to 


quality with Nubian . . . a new black calf for 
men’s, women’s and children’s shoes . . . As with 
all Trostel Leathers . . . Nubian Calf lends a 
distinctiveness to footwear . . . a distinctiveness 
which is the result of a particular kind of tanning 
skill developed through generations of continuous 
progress . . . an unexplainable individuality that 


is always the mark of the master. 


Nubian Calf represents the final expression of 
perfection in fine leathers for fine shoes. 


You should see Nubian Calf by Trostel . . . then 

and only then can you appreciate the unique qual- 
ities that have made it a triumph in leather . . . 

May we send samples? 
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The VOICE of the TRADE 


Murray C. French 


of Denver, Colo., says: 

“The Boot AND SHOE REcoRD- 
ER is too modest in calling itself 
The Great National Shoe Weekly. 
The better word would be ‘Inter- 
nation.” Following a story of 
mine on the PROFIT SLASH- 
ER, there came either inquiries, 
or orders, from Frankfort, Ger- 








many; Warwickshire, England; 
Timaru, New Zealand; Tampico, 
Mexico; Tohyo, Japan; Iloilo, 
Philippine Islands; and Holice in 
Bohemia, Czecho - Slovakia. Of 
course Canadian replies were as 
numerous, comparatively, as those 
from the United States. 

“With one exception, all these 
letters were typewritten and were 
worded in very reasonably good 
English. All of which seems to 
prove that the REcorRDER covers 
the globe pretty well; also that 
merchants are interested in Amer- 
ican methods.” 

* *x 


Boots at 214¢ 
a pair. The 1919 old high-cuts 
keep bobbing up, a lot of more 
than 25,000 pairs of them being 
sold at 2%4c. a pair in the Boston 
market. And more to be sold. 
They were made to retail at $10 
a pair. But the style of lacing 
them to the knee failed, and the 
recent sale at 2'%4c., less than the 





price of a postage stamp, per pair 
shows what happens to prices 
when they lose the support of 


style. 
* * * 


Maeville Kaufmann, 


president of the California Shoe 
Retailers Association, says: 

“We had reached a definite 
cross-roads in the economic life of 
America. Had we continued furth- 
er down the one road toward 
greater rugged individualism, freer 
competition and consequently more 
unfair competition, no one could 
have foreseen what the goal of 
such a road would have been. All 
along this path would have been 
blazoned the inscription, ‘Every- 
one for himself and the devil take 
the hindmost.’ 

“The other path, however, which 





we are now tortuously trying to 
pass, is one in which fair competi- 
tion, consideration for the other 
fellow and planning for the eco- 
nomic weal of the entire commun- 
ity, are some of the major sign- 
posts. Whether we succeed in 
changing rapidly the point of view 
of almost the entire nation which 
has been built upon the foundation 
of large corporate profits rather 
than wages, individualism rather 
than planning and free rather than 
fair competition, the course of 
events of the next few months 


will indicate. We can, however, 
as individual business men, main- 
tain that spirit of tolerant skepti- 
cism and give this new economic 
philosophy a chance to succeed.” 

*k oe Ok 


The barefoot boy, 
Tom Sawyer, is the basis of a de- 
sign filed for trade mark registra- 


z InN WERE USING HIM 
ae) ADVERTISE SHOES // 


tion by I. H. Sawyer of Topsfield, 
Mass. The trade mark “Tom 
Sawyer” as a shoemaker symbol 
is certainly a fresh approach. 

I. H. Sawyer has a background 
of 23 years of shoe advertising in 
St. Louis. He now owns Valley 
Brook Farm in Topsfield, Mass., 
where he raises pure bred Hol- 
steins. He winters at Ormond 
Beach, Florida, where he served 
as mayor in 1930-31. His for- 
tunate possession of the name 
Sawyer led to his selecting Mark 
Twain’s hero and Huck Finn’s pal 
——that beloved character in story 
and film—Tom Sawyer. 











x * ok 


General Hugh S. Johnson, 


in submitting the Boot and Shoe 
Manufacturers Code, commented: 

“The minimum wage provisions 
of this code will affect directly 
over 60 per cent of the wage- 
earners in the South and over 30 
per cent of the wage-earners in 
the North. Increases from the 





level of the first quarter of 1932 
will be required of as much as 50 
per cent in the South and over 30 
per cent in the North. On account 
of the further decline in wages in 
the latter half of 1932, it is evi- 
dent that the increase from the 
early 1933 levels will be even 
greater. It seems safe to estimate 
that purchasing power will be in- 
creased by 30 per cent. 

“While the differential in wage 
rates for cities of different sizes is 
not common to codes, the amount 
of the differential provided in the 
code is far less than the differ- 
ential which, as a fact, has ex- 
isted. It is believed that failure 
to recognize certain cost disadvan- 
tages of smaller communities 
would disrupt materially the com- 
petitive situation in this industry 
and might result in an appreciable 
shift in the industry. The fact 
that a large part of the machinery 
used is leased removes some of the 
penalty normally involved in a 
change of location. 

“The Boot and Shoe Manufac- 
turing Industry is made up of 
nearly 1000 units belonging to 
over 750 different concerns and 
spreads over a large part of the 
United States, both in large and 
small communities. The bringing 
together of this diverse group into 
the code is, in itself, an accom- 
plishment of no mean proportion 
and a long step toward the pur- 
poses set forth in the National In- 
dustrial Recovery Act.” 





zs = £ 
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WW caheSoners 
Shoe Company of Spartansburg, 
S. C., catalogs its customers with 
a new mail order service saying: 


“How to order shoes by mail: 
Size—Follow instructions shown 


by illustration, stating size and 
width usually worn. Style—State 
name of shoe, price and color. 
Terms—Remittance should accom- 
pany orders unless you are per- 
sonally known to us, or satisfac- 
tory references are furnished; in 
either case we will be glad to send 











TOMORROW 


—Altogether too many business men are 
wearing themselves down and out by 
worrying about the mistakes and misfor- 
tunes of yesterday. 

—Futile waste of good and needed energy— 
unless we appreciate and apply the costly 
lessons learned yesterday to our plans 
and promotions of today and tomorrow. 

—Yesterday is past history and gone forever; 
teday is here for a fleeting second; to- 
morrow is dangling its hopes and oppor- 
tunities before our imagination as long as 
we live. 

—So it’s a wise and well-balanced man who 
forgets the trials and tribulations of yes- 
terday, and plans and works today for 
tomorrow. 

—Time is a perplexing element in man’s 
short space of service. 

—For today is always yesterday tomorrow. 


Soc GToe 


President. 








an approval package of several 

pairs for a selection, without any 

obligation upon you to make a 

purchase if you are not pleased.” 
* * * 


Cae L. Seifert 
of Buffalo, N. Y., was elected 
president of the Buffalo Retail 
Shoe Dealers’ Association at a re- 
cent annual meeting at the Hotel 
Statler—succeeding Clarence I. 
Lanich, who has acted in that ca- 
pacity for the past year. Irving 
M. Bowers was elected vice-presi- 
dent; L. Nelson Ellsworth, secre- 
tary, and Joseph A. Schaetzer, 
treasurer. Ten directors were 
elected from Buffalo and one di- 
rector from each city in the asso- 


ciation district, which includes 

Lockport, Tonawanda, Niagara 

Falls, Hamburg and Williamsville. 
* * * 


Standard Trade 


and Securities, in its new “Busi- 
ness Prospects” edition, says: 

“A horizontal code for whole- 
salers in all industries has been 
asked for by leading jobbers, who 
have found a striking similarity in 
problems of distribution in many 
industries. 

“A possible provision in the 
proposed basic jobbers’ code is 
one establishing the principle of a 
differential between the price a 
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manufacturer charges a whole- 
saler and cost to other outlets. 
“Elimination of sales on con- 
signment, banning of free deliv- 
eries outside of definite trading 
zones and specific prohibition of 
discriminatory inducements to cer- 
tain customers are subjects consid- 
ered likely of inclusion in the code 
agreement now being discussed.” 


* * * 


= shoes 


for horses. Lynn is cutting them. 
It cuts them from the same kind 
of leather that it cuts for shoes 
for humans. Sizes run from 2’s 
to 10’s for the shoes for horses, 
which corresponds to the size run 
for humans, only the horse sizes 
are different. The leather runs 
from five to ten irons for shoes 
for both horses and humans. 
Blacksmiths fit the shoes to horses, 
and nail on the iron shoes over 
the leather. It takes four shoes to 
make a set for horses and but two 
shoes to make a pair for humans. 
That’s where hoofs have it over 
feet. Farmers are using more 
horses. So Lynn is cutting more 
leather for shoes for horses. “Get 
along, little pony, get along.” 


x ok ok 
Matthew A. Condon 
of Charleston, S. C., tells the 


public : 

“BUY—Before the Good Buys 
Say Good-Bye! For four years 
you’ve waited for better times— 
today better times are waiting for 


you. The pendulum of depression 
always pauses for its swing back 
to prosperity. The great bargains 
of the past have come about dur- 
ing these pauses. Business is bet- 
ter. More people are employed. 
Prices are advancing rapidly be- 
cause they had gone so very, very 
low. 

“This store, along with other 
merchants of the country, realiz- 
ing that the bottom had _ been 
reached, bought heavily during 
May, June and July. We are 
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meeting you more than half way 
by offering these goods at prices 
based on cost and not on today’s 
market value. When you buy these 
goods, you buy bargains — but 
more, when these goods are moved 
from our shelves, we will again go 
into the market and put more peo- 
ple to work to make more things.” 


* * * 
Mark Graves 


of the Department of Taxation 
and Finance in the State of New 
York, says: 

“T am opposed to State sales 
taxes because I believe they are 
inimicable to the economic inter- 
ests of the State. The tax of 2 
per cent on sales of services is en- 
tirely too high and a tax of 2 per 
cent on the sales of commodities 
will result in many business fail- 
ures and,in driving business out 
of New York State. It will not 
help the real estate owner, the 
banker, the industrialist, the busi- 
ness man or the farmer, to encour- 
age business to leave the State. On 
the contrary, we should try to keep 
all of the business that we have 
and secure more. 

“The 1 per cent so-called gross 
income tax which, as you have 
seen from what I have said, is in 
fact a tax of 1 per cent on a re- 
defined net income, is a tempo- 
rary emergency tax for this year 
only. It was enacted to assist in 
making up a deficit of about $104,- 
000,000, occasioned by the recent 
shrinkage in State revenue. Quite 
frankly, I recommended it to Gov- 
ernor Lehman because I could 
think of no way of securing $37,- 
000,000 with less hardship and 
less disastrous economic effects. 
The business man who makes 
nothing will pay nothing, but the 
Morgans, the Mitchells, the 
Kuhn-Loebs, Dillon-Reads and 
people of that financial strata, will 
pay on their incomes from sala- 
ries, interest, dividends and other 


sources.” 
* * * 


—_ Hay Naylor 
“Ignorance of the facts is 
the primary cause of destructive 


says: 


competition. In ninety-nine cases 
out of a hundred, if a man really 
knows the truth about a thing, he 


will generally do the right thing. 
If he does not, it is due either to 
stupidity or inherent cussedness, 
which, if persisted in, will elimi- 
nate him as a competitor in the end 


anyway.” 
x x 
W. T. Grant, 


as a shoe clerk in the Almy, Bige- 
low & Washburn store in Salem, 
Mass., kept studying merchandis- 
ing, looking for an idea, and when 
he got an idea that looked good to 
him he put it into practice; and 
last week the W. T. Grant chain 
of stores celebrated their 27th an- 
niversary with the biggest sale in 
their history. 
* * x 


Mexican work shoes 
to the number of 4000 or 5000 
pairs a week are coming across 
the border into Texas—according 
to U. S. consular reports. Prices 
are low. Many of them come from 
the Monterey district, where shoe- 
making is unusually brisk. 

* * x 


, Parrish 
tells the story of a little boy who 
asked : 

“How do they make red ink, 
Uncle ?” 

“By taking in ten and paying 
out eleven,’ was the answer. 

“Taking in ten and paying out 
eleven what?” 

“Mills, cents, dollars, millions.” 


* 


Cat. Roscoe S. Conkling 


becomes Deputy Administrator in 
charge of the codes for the leather 
industry. The promotion of Gen- 
eral C. C. Williams made this op- 
portunity for his most able as- 
sistant. Shoe and Leather men 
have found in Mr. Conkling a 
friendly, capable and efficient col- 
laborator and express great pleas- 
ure in his appointment. 

Deputy Conkling, who has been 
assisting in conferences with leath- 
er manufacturers for some months 
past, has a background of wide 
experience in both banking and 
the law. Following his grad- 
uation from Amherst in 1908, 
and his completion of a course 
in law at Columbia University 
in 1911, he became Deputy At- 
torney General for New York 
State, which office he held from 
1917 to 1920. After organizing 
the wartime draft in New York 
City in 1917, he was appointed a 
lieutenant-colonel in the Judge 
Advocate General’s office in Wash- 
ington and was attached to the 
staff of General Crowder, where 
he served until December, 1919, 
resigning to become associated 
with the New York banking 
houses of Goldman-Sachs & Com- 
pany, and Merrill, Lynch & Co. 
He returned to the private prac- 
tice of law in 1929, representing 
clients in New York and Wash- 
ington. 


























Service to the customers! 








- year this tabloid vacation 
idea gets a little more important. And it’s important, 
moreover, to stores doing a popular price business. 
Shoe retailers who never catered to a Palni Beach 
trade, even in the gay days, find themselves selling 
some Southern shoes to cruise-going customers. Few 
stores, especially in the inland cities, can afford a 
large stock for the purpose. But almost every store 
can meet this new demand with at least a skeleton 
stock, to be held over, if necessary, until the Summer. 

The six shoes shown represent a basic cruise ward- 
robe. And the following fashion pointers give the 
four most important points to date about Southern 
Fashions for 1933-34. 


* * * 


F eature a shoe for shorts. 
The fashion for shorts is growing. In European 


resorts last Summer they were practically universal 





SEAGOIN' 
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SHOES 


Some Things the Merchant Needs to 
Know to Cash in on the Cruise Craze 


By RUTH HARRINGTON 


Over here many women adopted them last season, 
worn with or without matching skirts. The publicity 
they received in the International Tennis games will 
also have an effect. 

What about a shoe for shorts? It’s the tailored 
sandal of course. The open shoe is best with bare 
legs. A spring heel or a very low heel. We shouldn’t 
be a bit surprised to see a revival of the old barefoot 
sandal, in leather as well as fabric. 

Playing up a shoe for shorts is a promotion oppor- 
tunity that shoe stores shouldn’t miss. Maybe most 
of these sandals will be bought to wear with sports 
dresses. Perhaps the majority of your customers 
aren’t quite ready to take up shorts in a big way! But 
the idea—all the same—is a new and intriguing head- 
liner for your cruise showing. 


The lady in the shorts, photographed at the Castle Harbor Hotel in 
Bermuda, wears a costume—and a type of shoe—that promises to 
be quite general this year. 
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p lay up surface interests. 
Everything has surface interest in the new dress 
fabrics. The new piqués are novelty piqués, with 
infinite variety in their designs. Patterned seer- 
sucker (striped, plaided) looks like the rising star 
in cottons. The smartest dress linens have rough, 
nubby peasant weaves. 

This means watch your suriace interest in shoes. 
Perforations still very much in the picture. Stitch- 
ings, and the two used together. Grained leathers, 
especially pig grains and seal grains. Combinations 
of leathers, too—sometimes three different ones used 
at the same time, to give new smartness to the all- 
white shoe. If you have linen shoes. They should 
be nubby and they should include natural color as well 
as white. Have you thought of a seersucker shoe? 

The latest note in surface interest, to quote from 
Women’s Wear, is decorating the white soles of 
cruise shoes with nautical motifs. This is credited 
to a British Bootmaker, who figured out that the 
soles of one’s feet are seen first in a steamer chair! 
You could do something amusing with this idea in 


your cruise display. 
* 7% * 


Wite first, then high colors. 


The best bet in colors for cruise promotion, next to 
white, are the high, bright colors. Bright blues, lip- 
stick reds, billiard table greens, lemon yellows. The 
Chinese influence is largely responsible for the high 
lighting of high shades. The importance of stripes 
is another reason. Many sports clothes—both silks 
and cottons—will go in for printed and woven stripes 
in intense multi-colors. 

A smart complement in shoes (after the white shoe) 
is the high color shoe, picking up one of these high 
color notes in the costume. For combination brown 
and white shoes, Bourbon is the brown indicated—in 
key with this new feeling for color intensity. There 


For tennis on deck or golf 

on shore, the low-heeled 

sports shoe is the backbone 

of every Cruise shoe ward- 
robe. 


The low heeled sandal for 
beach wear at the right is 
admirably adapted for shorts 
or to go with tennis dresses. 












15 





Julienné’s idea of using satin 
in strips of different colors. 
Exactly what we mean by an 

informal evening slipper. 






This is a sandal that 
would lend itself to 
two or three tone 
dyeing. Linen ribbed 
crepe pique or suede. 
For either late after- 
noon or_ informal 
evening wear. 








are plenty of dark, more neutral brown accents, how- 
ever, in resort fabrics. Dark brown as an accent 
color in shoes still has a part to play. 


* *K * 


a the informal evening dress. 
It looks like another good year for washable evening 
dresses. Cottons. Lots of crinkled organdies. Linens. 
Linen gauzes and even Knitted linens. This means a 
demand for a special kind of slippers. Not the rich 


fabrics and important, metallic trimmings of winter 
fashions. But gay, amusing, informal—and inexpen- 
sive—evening shoes like the two sketched above. 
Here is a chance to play informal ideas, too, in pat- 
terns. Open-throat oxford ideas, laced slippers with 
ghillie tie effects. 















Left: A shoe for going on 
board in a pattern of colonial 
suggestion developed in one 
of the important new 
grained leathers. 


Right: The spectator sports 
shoe in perforated white 
with all-leather heel for 
general wear on ship or 
shore. 














Wat modern footwear needs 
more than anything else is to incorporate the prin- 
ciples of an automatic stabilizer. This may appear at 
first to be a rather large order to fill for something 
to be added to shoes, so often already somewhat over- 
filled with feet. However, if ships can be stabilized 
successfully (as they have been), then it is the belief 
of the writer that shoes can be, too. Clinically, this 
has already been demonstrated. 














Iilustration No. 1—Taking seas aboard is usually the result of rolling 
toward an oncoming wave. Foot pronation is always the result of 
the foot rolling toward its weaker, inner side. 


It has always seemed to me that the stability, the 
motion, of shoes were all right as far as they went, 
but I have tried to keep open-minded as to whether 
these factors of equilibrium and movement went quite 
far enough. Judging by the foot fatigue which con- 
fronts so many of us at the end of May, we need not 
only a better stabilizer for our .feet, but also some- 
thing to keep our foot motors turning over more 
responsively and in better working order during our 
day’s long walk. 

It is not enough to know whether a ship is floating 
on an even keel when the ship is still, when its haws- 
ers are made fast to their mooring: that is a com- 
paratively simple problem in marine engineering. The 
problem is rather—how does the ship perform as to 
stability when she is riding the high seas? This is 
a matter to which many years of intensive study have 


Stabilizing the Shoe in Motion 


A New Approach to an Old Problem, Based Upon Some Vitally 
Significant Achievements of Modern Marine Engineering 


By NORMAN D. MATTISON, M. D. 
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been devoted by individuals, corporations and govern- 
ments, and on which many millions of dollars have 
been expended. 

Yet how far has any similar research entered into 
the shoe industry, how far has scientific inquiry de- 
termined to what extent a shoe fulfills the purpose for 


which it is intended? It is not enough to know 
whether a shoe in a show window will stay upright 
without a support of some kind to steady it. That is 
a comparatively simple matter. But it is far from 
being a simple matter as to what happens to the 
stability of the shoe when it is combined with the 
foot in action. This is a problem to which the shoe 
industry, unmindful of the researches of other prac- 
tices and arts, has until recently given little heed. 


Seasickness and Foot Strain 


Although they may at first appear to be unrelated, 
substantially the same factors cause each one of these 
two undesirable conditions. Experience proves that 
there is a very direct relation between the excessive 
rolling and pitching of a ship to the physical and 
psychical discomforts of ocean travelers. Let the ves- 
sel roll and pitch unduly and, ergo, there results that 
active rebellion of the stomach, the mental apathy 
and inertia, that “never again” feeling that only a 
seasick person can experience. 

The analogy to shoes is this: let there be an exces- 
sive rolling of the foot in action—and this means the 
shoe is not keeping the foot on an even keel—com- 
bined with an excessive pitch of the foot, due to an 
elevation of the heel pier, and what is the result? 
“I’m all in,” is a familiar plaint of the foot weary; 
which applies likewise to the mental realm. “You 
cannot think when your feet hurt,” said Lincoln. And 
if the sufferer from acute or chronic foot strain con- 
cludes that his shoes are partly accountable, he is 
likely to decide that a change in the existing order of 
his shoes may be of advantage. And usually the 
change is made quickly, often permanently. 

Carrying the analogy further—those familiar with 
ships know the excessive repairs which are needed 
and the depreciation which results from strains on 
the hull and superstructure due to excessive wave ac- 
tion; that is to say, when the ship’s roll toward the 
wave is excessive and not stabilized. 
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So with feet and shoes. The roll of the foot, like 
the roll of the ship, follows the path of least resist- 
ance; the foot inclines toward the weaker, inner side, 
for which action the shoe does not fully compensate, 
and the resulting strains are referred not only to the 
structure of the foot, but also to the superstructure 
above the ankle. 








Ilustration No. 2—Wave formations are irregular in height, contour, 

direction and period; a successful stabilizer must, therefore, be 

capable of instantly matching wave action with stabilizing couple 

of the same value. This applies likewise to stabilizing a shoe in 
matching excessive foot action. 


The main bearings of the gyro-stabilizer built by 
Sperry for the Italian Line S.S. Conte di Savoia are 


self-aligning and are capable of reliably sustaining 
their loads of 1000 pounds to the square inch from 
In comparison, a person weighing, 
say, 150 pounds, requires a weight-bearing surface 


any direction. 


in his shoes of substantially 15 square inches. Com- 




















Ilustration No. 3—The weight of the ship is supported by the 

pressure of the surrounding water on its sides and bottom. B is 

the focus of this pressure; it is usually called the center of buoyancy. 

G is the center of gravity of the ship. The dotted line through B 
is the area of buoyancy on which the weight of the ship rests. 


paring these two mechanisms further—the function 
of the human foot, like that of the gyro-stabilizer, is 
to be self-aligning and reliably to sustain the body 
weight from any direction within the normal range. 
There is ample clinical evidence that the foot-shoe 


mechanism does not fulfill these functions—which in- 
dicates that engineering science has created an auto- 
matic mechanism supplying stability to a ship one 
hundred times greater than is the stability of the foot 
in a shoe to meet the human load imposed into it. If, 
therefore, the foot-shoe mechanism were at present 
stabilized, it would not have to be conceded that the 
gyro-stabilizer is doing a vastly more competent job 
for ships than is footwear for the human foot at this 
stage of progress in the shoemaking practice and art. 
| saw coming up the Hudson, this new Italian liner, 
eight days out of Naples. As is my frequent habit, | 
also look at the shoes of the throng waiting on the 
pier. Interesting thought I, that this great ship is 
steadier on the high seas than are most folk on 
dry land. 

The weight of the body is supported by the pres- 
sure of the shoe on the sides and bottom of the foot; 
which applies likewise to the sides and bottom of a 





Illustration No. 4—G center of gravity; B center of buoyancy when 

vessel is upright; B: center of buoyancy when vessel is listed as 

shown; M metacenter for this particular list; GM metacentric height; 

GZ righting arm or leverage of the force of buoyancy acting upward 
through B,. 


ship, except that the resistance in the one case is 
afforded by leather, by water in the other. (See illus- 
tration No. 3.) 

While the centers of gravity and of buoyancy are 
theoretical points in ships and shoes, we would do 
well to consider the weight of the body as resting on 
an area of buoyancy rather than a center of buoyancy. 
And now comes the further essential of the “meta- 
centric height.” (A study of illustration No. 4 will 
show that the ship, like the foot, has been displaced 
from equilibrium, and as the list changes the position 
of B follows a curved path. The center of curvature 
of this path is at M, the metacenter.) 

The metacentric height is as important in the foot 
as it is in ships—and for much the same reasons. 
Obviously, the higher the centers of gravity and of 
buoyancy of the foot are maintained, due to postural 

[TURN TO PAGE 51, PLEASE] 











For drizzly days—sole protecting 
sandal rubbers. 






For stormy days-—ankle protect- 
ing galoshes. 





With such a combination you'll 
have convenient, comfortable pro- 
tection, whatever the weather 







may be. 






(description and prices) 





STORE NAME 






















So attractive are these smart gal- 
oshes that you’ll never feel dowdy 
when you wear them—your feet 
will look as trim and neat as any- 
one could wish. There are (num- 
bers) different styles to choose 
from. 









(description and prices) 






STORE NAME 
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“Stormy 


Here's a Collection of Ads and Ideas 
That Will Help to Increase Your Sales of 
Shelter Footwear 


From these suggestions 
you can arrange a planned promotion program that 
is complete without being elaborate or costly, yet will 
make people think of your store in November when 
the need for shelter footwear arises. 

Use Government postcards. Have them multi- 
graphed or printed, and all addressed ready to drop 
into the mail when a storm comes along. Here is 
the copy: 

“THIS IS ONLY THE BEGINNING!” 


Apologies to Captain Winniger for “stealing his stuff’. 
When you think of all the Winter storms ahead, you'll agree 
it is particularly appropriate. 

This IS only the beginning—there will be many more storms 
during the months ahead when you'll need foot protection, 
if you are to avoid the discomfort and possible sickness that 


come from wet feet. 

Be prepared—stop in today. We have rubbers, galoshes and 
overshoes—protective footwear of every type for men, women 
and children. Moderately priced, too. 


Store Name 


If the card is printed there will be room for small 
illustrations and descriptions with prices of some 
styles, which will increase the pulling power of the 
card. 


A Mailing Piece of Enclosure 


A folder that can be enclosed with November first 
bills, and also used as a package enclosure is prac- 
tical. Be sure it is well merchandised. If you have 
a folder, supplied by a manufacturer, for some styles, 
print up a slip sheet covering other styles to insert in 
the folder. 

A chart of last Winter’s local weather conditions 
will make an effective window display setting, and 
help to emphasize the need for protective footwear. 

Or you could have storm signal flags, blown by an 
electric fan, with the sign “Storm Signals Are Flying 
—Be Prepared.” 

If you know someone who can make a large sketch 
of a man sneezing, on a compo-board panel, you can 
use the wording, “It’s nothing to sneeze at!—the 
common cold, so often caused by wet feet keeps more 
people away from work than any other illness.” 
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Weather” 


Health Protection Is an Effective Argu- 
ment to Sell More Rubbers, Galoshes and 
Heavy Weight Shoes 


The last of November brings a severe storm sea- 
son in most sections. Check up on this in your local- 
ity. Look through the papers for storm stories. A 
strong series of ads and displays can be built around 
such facts. 

Younger people are subject to colds and kindred 
ills in the early Winter. (There’s usually an epidemic 
of serious colds among older people in February.) 
Try to get a statement from the board of health or 
physicians, with facts and figures from their records, 
emphasizing the need of caution, partictilarly among 
young people in early Winter. ; 

In your ads and displays feature moisture proof 
shoes, and every type of protective footwear. A dis- 
play with a large sign asking “Which do you need?” 
would be effective. 


Here are some suggestions for ads: 


These Are Dangerous Days for Young People 


The records show that younger people are subject to colds 


and kindred ills in early winter. 
Keeping the feet warm and dry will prevent many a cold. 


Can You Afford a Cold? 


Colds cost money. Colds cost time. Frequently colds cost 
lives. Colds are expensive, as well as uncomfortable. Keep- 
ing the feet dry and warm will prevent many a cold. 


Keep Rubbers at Home and at 
Your Place of Work 


“Vhen you have rubbers or galoshes at both ends you’ll never 
ut *-a’a chance when the unexpected storm comes. And 


have to tan. : » $8 
Giedak ti ia, oills and anaeed s bills. 


~ 
& 
‘ “aitying 
Want a Crabby Husband }, : 
Around the House? 
H, bave 


A man with a cold is a most unpleasant creature “ole 
around you all day. He makes life miserable for the w.. 
family. 

Prevent it. See that he has solid soled shoes and 
rubbers and that he wears them! 





>=; &. 
Nel 
ell 
PROTECT THE CHILDREN 


Keep children’s feet dry and 
warm. That’s one good rule to 
follow if you would have them 
avoid colds—or worse. Check up 
on their old rubbers and over- 
shoes. If new ones are needed, get 
them now—be prepared. 


(description and prices) 


STORE NAME 


Bundle Them Up and 
Let Them Go? 


Children like to play in the snow; 
it’s good for them when they are 
dressed to keep warm and dry. 
We have the overshoes or leggings 
and rubbers, or boots that they will 


need. 


(description and prices) 


STORE NAME 


oo 
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THE SHOE STORE 








A Working Schedule for Busy 


Merchants 





Start the month with a 
thorough check of stock 
to make sure you have 
ample merchandise on hand to 
meet the demands of this busy 
month. Have House Slippers 
had any window space lately? 
Then why not give them a good 
display at once? 


























9 If you have not finally de- 
cided on what additional 

merchandise you are go- 
ing to add for the holiday sell- 
ing season it should be done at 
once. The Christmas shopping 
season begins on the day after 
Thanksgiving and you should 
have all stock in a week in ad- 
vance. 








1 Rearrange your window 

display today. From now 

on you should use sev- 

eral tables for timely merchan- 

dise and special values. Arrange 

them so that customers coming 

in to the store are sure to pass 

them, and have a “talking” dis- 
play card on each table. 
















Plan a consistent twice-a- 

week advertising campaign 

for November, using one 
big general ad each Friday night, 
and a smaller ad, featuring one 
or two items, earlier in the 
week. This will be a good busi- 
ness month and consistent ad- 
vertising will make it better. 


6 Change all window displays 
today putting in attractive 

style displays, with a price 
on every pair. Put a big display 
card in each window reading 
“This Is GET ACQUAINTED 
Week—Come in and Get Ac- 
quainted with REAL Footwear 
Values!” Post similar cards in- 
side on the ledges. 


10 Run a big ad tonight con- 
tinuing the “GET AC- 

QUAINTED WEEK’ 
idea, explaining in the ad that 
every year during this week you 
make a special effort to have 
those who are not regular cus- 
tomers come in and get ac- 
quainted with your values. And 
have some GOOD values in 
the ad. 


1 Why not get up a good 
circular on house slippers 
and send it out to your 
customer list. Urge early buy- 
ing for Christmas, and offer to 
lay aside for December 20th de- 
livery slippers purchased now. 
lnvite telephone and mail orders 
from those who cannot come in. 


a i Re a I eel dite te ns lee ME alll Ea 


3 Tonight’s ad for Saturday 
selling should feature ‘Ad- 
vance Winter Styles in 
Footwear.” Use good space and 
devote it all to two or three 
numbers. A separate men’s ad 
on the sports page featuring 
“Time for Winter Weight 
Shoes” would be timely too. 





Send a letter or circular 
to every name in the tele- 
phone book, featuring your 


. best values, with the heading 


“This Is Our Annual GET AC- 
QUAINTED WEEK. Present this 
letter when you come in, and 
get 3 pairs of our regular $1 
hose for $2,” or some similar 
offer. 


11 ARMISTICE DAY, Don't 
fail to give this some 

mention in your win- 
dows. A special window of war 
relics, which you can get from 
local veterans, will attract a lot 
of interest. A table of house 
slippers and one of hosiery will 
pick up some extra sales. 


1 5 Today ought to be a good 
day for an ad on Hosiery. 
Why not feature Hosiery 

by the box, suggesting that it 
is none too early to begin holi- 
day shopping. Your stocks 
should be thoroughly checked 
again today too. Watch for cost- 
ly “outs” and “shelf-warmers’’! 


Use Aggressive Sales Promotion through 





Did you change your win- 
dows to tie in with your 
week-end advertising? And 
did you put in one or two good 
“window leaders” to draw in 
the Saturday shoppers. Lots of 
good football games these No- 
vember Saturdays—are you post- 
ing the scores in your window? 





8 Use a small ad in today’s 
paper featuring the “GET 
ACQUAINTED WEEK” 
idea, and emphasizing the foot- 
wear values you are displaying. 
This is a very simple little idea, 
but it is successfully used by a 
number of stores every year, and 
it DOES bring people in. 













1 Where do local institu- 
tions, such as orphan- 
ages, county farms, etc., 

buy their footwear? Did you 
ever go after this business? 
Many a shoe retailer is losing 
profitable volume business by 
not making an aggressive cam- 
paign for this kind of business. 
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CALENDAR 


FOR * * * 
NOVEMBER 





To Produce More Profit Through Planning 





17 When you plan tonight's 
ad for Saturday business 

give a good big space to 
“Children’s Shoes for Winter 
Wear.” And give the children’s 
shoes a good window display, 
too. It’s a good idea to have 
some inexpensive little give- 
away toy whenever you feature 
children’s shoes. 


21 Have you accumulated a 
good supply of suitable 

cuts for your holiday ad- 
vertising, and a good holiday 
border for your ads? If not this 
is the time to look through your 
own cut service, and that sup- 
plied by the newspaper, and 
select what you need. 


2 5 See that all salespeople 
mention your best house 
slipper value to all cus- 
tomers today. And impress on 
them that from now on, when 
people are thinking about 
Christmas shopping, they should 
suggest other items to every 
customer that they serve. 


29 The day before a holi- 
day, and probably a quiet 

business day. If so you'll 
be glad of the chance to com- 
plete all your selling plans for 
December and to get the store 
ready to go after Christmas 
business. Perhaps you'll want a 
holiday ad in tomorrow's paper. 


18 If. there's a big football 
game in town today a 
window built around the 
idea “You'll Need Warm Shoes 
at the Game Today” will get 
attention. And if it’s really 
cold today serve hot coffee and 
wafers to customers and you'll 
score a real hit with them. 


2 For today’s newspaper 
ad plan an ad to fill one 
column. Select 6 or 7 of 
your best numbers—your $1 silk 
hose, those new wool hose for 
men, that smart sport oxford, 
etc.—and write an interesting 
little story about each one of 
the items. 


23 If you want every boy in 
town working for you, 

secure a good but in- 
expensive flashlight and display 
a pile of them in the window 
with a card “Boys! This Dandy 
Flashlight for Only 10c. When 
You Bring in Sales Checks 
Showing Purchases of $5 or 
More!” 


2 Change all windows 
again today. One ot 
your display cards ought 
to suggest “You Will Want New 
Shoes if You’re Going Away for 
Thanksgiving.” If you have any 
stock you have reduced to clear, 
make a window of it with a 
card “Expressing Our Thanks- 
giving with Values.” 


The Christmas selling sea- 
son starts after Thanks- 
giving Day. Make it an 
aggressive three weeks of 
planned promotion, fea- 
turing footwear and ac- 
cessories appropriate for 
Christmas giving. This is 
your opportunity for a 
final 1933 sales spurt. 


20 Time for another change 
of window displays. And 

what have you planned 
for window and interior displays 
for the holiday season? A little 
money spent in making your 
store look like a gift head- 
quarters will more than justify 


* itself in the increased sales. 


2 Have a big general ad to- 
night featuring Winter 
footwear. Tomorrow will 
be the last Saturday before the 
Christmas buying season begins 
and you should make a good 
drive for staple business. Don’t 
neglect to feature Hosiery 
prominently in the ad too. 


2 Is the Christmas trim all 
ready to put in place the 
day after Thanksgiving? 

Have you inspected your prem- 
ises for fire hazards within the 
last month? Is all holiday mer- 
chandise unpacked and marked, 
ready to sell? Are holiday boxes 
and wrapping materials ready? 


November to Make It a Peak Profit Month 
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Labor—Partnership or Domination 


ilies strikes dotting the country 
are more in the nature of guerrilla warfare than an 
outward expression of labor's desire to force advan- 
tages. Most of the strikes are what might be termed 
“outlaw” affairs. When 100,000 miners have been 
raising, not coal but Cain; and 70,000 silk workers 
have been spinning sedition instead of silk, it is evi- 
dence that some of the strikes are for revenge rather 
than results. 

Four years of peace in labor’s ranks, even under 
the stress of a tremendous depression, is bound to 
have its eventual escape valves. With a half-million 
people striking, the effects upon industry have not 
been helpful and purchasing power has been hurt a 
vicious blow. Students of labor, however, say that 
the form of strikes we now have indicate most clearly 
that the depression is ended and that recovery is mov- 
ing well along the path to progress. Peace is ex- 
pected along the labor front before Winter sets in. 
The stronger minds in the labor world are winning 
out. In fact, the greater victor under the NRA is 
the labor movement. Labor will be front page news 
for a decade ahead, due to the progress made under 
the recovery act. 

Labor was assured the right to organize for “col- 
lective bargaining without coercion or restraint by 
employers. Labor had this right before, theoretically, 
but court injunctions—individual or ‘yellow dog’ 
contracts—and other obstacles served to impede labor 
in its attempt to organize. Today labor feels that it 
is coming into its own; that its theoretical right has 
become a practical one. If men choose to form 
unions they have that right and they are, moreover, 
protected by law. It is actually a crime to prevent 
labor from expressing its collective will. The em- 
ployer must deal with his organized employees, if 
they choose to ask him to do so.” 

So, today we see government exercising a meas- 
ure of supervision over industry and yet permitting 
labor to proceed on the old system. We had occasion 
in Washington to see the admirable front put up by 
labor in the presentation of nearly every code. We 
also had an opportunity to see the lack of front put up 


by industry through its industrial advisers and associ- 
ations. Labor knew what it wanted and added inch 
by inch to its size. Industry was ignorant of its 
general program and only in isolated cases did it make 
progress in indicating that the risk, responsibility and 
losses rested with capital.. Employers must now rec- 
ognize “the property right” of an employee to join 
or not to join a union. Of course the law imposes 
obligations on labor as on industry but most of them 
are beneficial. 


W. feel that the merchant 
is tremendously interested in the cause of labor, for 
that means spreading purchasing power ; but the mer- 
chant is also interested in the results of labor as ex- 
pressed in products. A happy balance must be struck 
or the cost of the goods to the final dispenser will be 
so great that he will move less, instead of more, 
goods. The merchant must get out of his business 
a profit, or at least a living, and this may be denied 
him by the battles that are in back of every cost sheet. 

The strikes, disturbing as they are, will pass, but 
we are moving toward some form of political expres- 
sion by labor which needs to be safeguarded or else it 
will throw American business out of balance. Maybe 
the labor clause of the NRA is to be the cradle for a 
labor party in America. 

Let us hope that we will not see a return of the old 
quarrel between those who earn and profit and those 
who toil and take wages. Let us hope that the old 
time feud between the worker and the factory will 
not again appear. Some manufacturers are disposed 
to let labor go the limit in organizing the country in 
the belief that organized capital and organized labor 
may form a partnership under the recovery act—not 
built on words but on the strong fact that peace in 
production leads to greater efficiency and greater pur- 
chasing power. 

If the NRA kills “child labor’ and the “sweat 
shop,” it is a victory for tolerant capital and temper- 
ate labor and both can step forward in the march 
toward progress and prosperity. 
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New S80— Instock 
Finest Black Kid 
Genuine Kangaroo Cap 


AAAA/AA, 8 to 12 
AAA/A, 71% to 12 
AA/B, 6% to 12 
A/C, B/D, C/E, 6 to 12 
President Last 


$6.00 





New Dr. Reed Style S8O-another 
Smith triumph-is instantly adjust- 
able to individual requirements 


@ The specially designed sock lining in Style S80 is an exclusive feature of unparalleled sales value. 
It allows you to make adjustments to suit any individual requirement in a few seconds. You just raise 
the special sock lining and insert a resilient, cushiony wedge beneath it. The insertion of this wedge 
brings to the metatarsal and longitudinal arches the interior conformation necessary to assure correct- 
ness and absolute comfort in every instance... It is our conviction that no other shoe of any make 
is as perfectly designed and built as Style S80. Every known comfort and fit feature and factor has 
been incorporated in.it . .. Style S80 brings you the personal support of every foot specialist in your 
city, because all these professional men recognize in it the ideal foundation adjustable to the needs 
of every patient. And in the regular course of business Style S80 means the steady sale of extra pairs 
and the steady development of new trade. Just consider the specifications of this all-feature shoe: 





1—A beautifully styled, combination last 5S—Extension counter —for better fit and 
which appeals to the well-dressed man balanced support. 
and improves body carriage. 6 —A new seven eyelet pattern which mate- 


2—Special right and left patterns which tially improves upper fitting qualities. 


mean close, frictionless ankle fit. 7 —Specially designed sock lining—to allow 
adjustment of metatarsal and longitudi- 
3—Wedged heel. nal arches to suit individual requirements. 
4-—Semi-rigid shank—for greater flexi: 8—The Dr. A. Reed Cushion Sole—which 
bility and proper equalization of body provides perfect protection, natural 
weight. support and unequalled comfort. 
and remember, there are 28 other super-comfort styles in the famous Dr. Reed line 


all of them shown in the Dr. Reed Catalog which will be sent to you on request. 


The J. P. SMITH SHOE CO., Sangamon and Huron Sts., Chicago 


CUSHION SHOES 
THE EASIEST SHOES ON EARTH 













When writing advertisers please mention Boot and Shoe Recorder 
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Out here in 















E’RE a long way from the great centers of trade and popu- 
lation—in the land of Mafana, where it is only too easy to 
lag. Out here in New Mexico, the Recorder is a lifesaver. 


We acknowledge the debt we owe toan alert and helpful trade 
magazine like the Boot and Shoe Recorder. 


During the years I have managed the Paris Shoe Store I have 
been the typical “constant reader,” and I have put a good many 
ideas that I have found in your pages into practice. 


A few years ago we moved from our long established loca- 
tion to a fine, new, expensive store. People said it was the right 
move at the wrong time—yet our business leaped ahead. I thank 
the Recorder for a background of information that gave me the 
courage to make that move. 






All I ask is that you keep right on putting out the kind of 
magazine you have all these years. You are making progress pos- 












When writing advertisers please mention Boot and Shoe Recorder 


Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 28, 1933 


Reading from left to right, seated 
in the picture are: Louis Matteucci, 
Emma Farnsworth, hosiery depart- 
ment demonstrator, Claude Leedy, 
Albert ap ipwgrs ge dot 
manager o hosiery rtment 
and Mr. Roland Matteucci. Stand- 
ing at left with Recorder in hand, 
P. Matteucci, Jr., rary 8 of store. 
Standing at right, P . Matteucci, Sr., 
proprietor of store. 





sible in the far corners of the country, PARIS SHOE STORE 
and we need your stimulation to keep ALBUQUERQUE NEW MEXICO 
our best foot forward, in these times P. MATTEUCCI, JR. 


more than ever. Manager 








Ph: 





When writing advertisers please mention Boot and Shoe Recorder 
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Here is a Partial List of the 1500 Leading, Profit- 
minded (and, therefore, Welt-minded) Retailers 
who sell our product in cities of 150,000 or larger 

















NEW YORK CITY 
Arch-Craft Shoe Shop, Inc. 
Best & Co. 

Foot Saver Shops 
Lord & Taylor 
R. H. Macy & Co. 

CHICAGO 
E. J. Fanning 
Foot Saver Shoes, Inc. 
Marshall Field & Co. 
Maurice L. Rothschild 
Chas. A. Stevens & Co. 

PHILADELPHIA 
S. Dalsimer & Co. 

A. H. Geuting Co. 
John Wanamaker 

DETROIT 
R. H. Fyfe & Co. 

D. J. Healy Shops 
McBryde Boot Shop 

LOS ANGELES 
The Innes Shoe Co. 
The May Company 

CLEVELAND 
Clarence Faflik 
Stone Shoe Co. 

ST. LOUIS 
Famous-Barr Co. 

Stix, Baer & Fuller 

BALTIMORE 
The May Co. 
Wyman’s 

BOSTON 
Wm. Filene’s Sons Co. 
T. E. Moseley Co. 

PITTSBURGH 
Boggs & Buhl 
Joseph Horne Co. 
Kaufman's Dept. Store 
Stoebeners 

SAN FRANCISCO 
City of Paris D. G. Co. 
Hale Bros. 

The White House 

MILWAUKEE 
Caspari & Virmond 
Costume Bootery 
Gimbel Bros., Inc. 
Schuster’s 

BUFFALO 
J. N. Adam & Co. 
Flint & Kent 

WASHINGTON, D. C. 
Hecht Co. 

B. Rich & Sons 

MINNEAPOLIS 
L. S. Donaldson Co. 

CINCINNATI 
Alms & Doepke Co. 
The H. & S. Pogue Co. 
John Schwarz 
John Shillito Co. 
Smith-Kasson Co. 

NEWARK 
L. Bamberger & Co. 
Foot Saver Shoes, Inc. 

KANSAS CITY 
Emery, Bird, Thayer D. G. Co. 
John Taylor D. G. Co. 


SEATTLE 
Turrell’s 
INDIANAPOLIS 
The Wm. H. Block Co. 
Foot Saver Shoes, Inc. 
ROCHESTER 
Park-Brannock Co. 
LOUISVILLE 
Byck Bros. & Co. 


PORTLAND, ORE. 

Armishaw’s 

Dunlap’s Bootery 

Meier & Frank 
TOLEDO 

Lamson Bros. Co. 

LaSalle & Koch 
COLUMBUS 

Foot Saver Shoes, Inc. 

The F. & R. Lazarus & Co. 

The Morehouse-Martens Co. 
DENVER 

Fontius Shoe Co. 

The May Company 
OAKLAND 

The H. C. Capwell Co. 

Carol S. Wills 
ST. PAUL 

Field-Schlick Co. 
ATLANTA 

Davison-Paxon Co. 

Geo. Muse Clothing Co. 
DALLAS 

The Harris Co. 

Sanger Bros. 
AKRON 

Shumaker Shoe Co. 
MEMPHIS 

J. Goldsmith & Sons 
OMAHA 

J. L. Brandeis & Sons 

Nebraska Clothing Co. 
SYRACUSE 

Halgas Bros. 

Park-Brannock Co. 
DAYTON 

The Elder & Johnston Co. 
WORCESTER 

Denholm & McKay 
OKLAHOMA CITY 

Clouse-Stone Shoe Co. 

McEwen & Halliburton 

Nissen Shoe " 

Rorabaugh-Brown D. G. Co. 
RICHMOND 

Greentree’s 
GRAND RAPIDS 

Foot Saver Shop 

Paul Steketee & Sons 
HARTFORD 

Brown-Thomson Co. 

Albert Steiger Co. 
FORT WORTH 

The Fair 

Spurlock & Crawford 
NEW HAVEN 

Edw. Malley Co. 
NASHVILLE 

Castner-Knott Co. 

Meadors, Inc. 
SPRINGFIELD, MASS. 

Albert Steiger Co. 
SAN DIEGO 

Lewis Shoe Co. 
BRIDGEPORT 

The Howland D. G. Co. 

D. M. Reed Co. 
SCRANTON 

Samter Bros. Co. 

Scranton D. G. Co. 
DES MOINES 

Field Shoe Co. 

Younker Bros. 
LONG BEACH 

Quality Boot Shop - 

A 


Brown-Dunkin Co. 
May Brothers 


F A MAN IS 





Dr. M.W. LOCKE 
WILUAMSBURG, ONT. CANADA 















TRADE- MARK 
Made in UG. 


THE 
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JUDGED BY THE COMPANY HE KEEPS... 


Judge a Manufacturer 


Class of Merchants He 


HERE’S WHY THE J&K PLANT HAS BEEN RUNNING AT CAPACITY 
FOR MORE THAN A YEAR WITHOUT A SINGLE INTERRUPTION 


FOOT-SAVER SHOES ... Made over famous “Free Walking 
Lasts” that Fit the Foot in Motion. 
NATIONALLY ADVERTISED .... NATIONALLY KNOWN 


J]&K SHOES... "Fit the Arch”... recognized by women 


everywhere as the finest cuban heel shoes made. 


FOOT-FRIEND SHOES ... Light weight goodyear welts em- 
bodying special features . . . economically priced. 


DR. LOCKE SHOES ... The selection of The Julian & Kokenge 
Company to manufacture this most sensational line, bears 
further testimony to the outstanding merit of J & K as a maker 
of high grade welt shoes. 


To our loyal customers . . . we suggest 
that you place your order early. 





JULIAN & KOKENGE COMPANY, Columbus, O., U.S.A. 
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‘ The outstanding event in November is Thanksgiving. It ties up with shoe merchandising because it marks the height of 
the football season in many places, and the holiday vacation period is accompanied by a round of social activities for the 
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school and college set. Therefore it affords an excellent opportunity to feature footwear appropriate for these occasions. 

The turkey window display background suggested here is an obvious treatment but one that can be modernized in poster 

style by any artist who can paint it on tinted wallboard. Or, better still, the painted turkey can be cut out with a jig- 

saw and mounted against the background. The slanting steps carry out the diagonal line in the background and add a 
touch of novelty to the arrangement. 


What's the Window Story for 


November ? 


Pil cvaniver offers enough 
interesting themes for any number of attractive and 
timely window displays. Election, Armistice Day and 
Thanksgiving suggest ideas for holiday backgrounds 
and treatments that can be worked out in a great 


variety of ways. The advent of the late Fall season 
develops a need for heavier men’s shoes and more 
sturdy oxford types for women, both of which can be 
featured to advantage in styleful window displays. 
The football season reaches its climax with the big 
intercollegiate contests and the multitude of local 
classics that will be staged in every town which boasts 
of a college or a high school. 

This is a season in which all retailing needs the 
lift and the inspiration that can come only through 
sales promotional efforts which border on the spec- 
tacular. Reports from some localities tell us of a sag 


Three Red Letter Days and a Variety of 
Seasonal Activities Suggest the Themes for 


Display and Sales Promotion 


in retail sales since mid-September. That, perhaps, is 
not surprising in view of unseasonably mild weather, 
the trend toward increased prices for practically all 
merchandise, the sad state of consumer purchasing 
power and the labor unrest which is adding, tem- 
porarily at least, to unemployment in a good many 
industrial centers. The reason or the excuse for un- 
satisfactory business is less important to the merchant, 
however, than the weapons to be used in combating it. 
And combat it he must, if he is to meet his own 
increasing costs of doing business, resulting from 
adherence to the code and increased merchandise costs 
at wholesale, much less show a satisfactory profit at 
the close of the season. 

There can be no doubt that heroic measures must 
be brought into play to save the retail situation and 
perhaps the solvency of many a store in view of the 
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TOM-BOY Shoes by HERBST SHOE 
MEG. CO., Milwaukee, Wis. Stock num- 
ber 2389, Brown Calf oxford. In stock. 
Hubschman’s Tandrite Calf Featured 
also in Black Tandrite Calf. Single 
pair gladly sent for inspection. 



















pase. Beemer ‘ 

















TANDRITE CALF! 


urnishes protection 
and style . 


It is truly remarkable how perfectly Tandrite 
Calf meets the demands of junior feet! Gentle 
to the tender, forming feet inside . . . tough to 
the hard usage outside. 


Tandrite gives at once snug protection, and, 
because of the rich color and satiny finish found 
to perfection in Tandrite, assures smart distinc- 
tion for fashionable little feet. 


Fit the juniors with shoes of Tandrite Calf and 
please the mothers, too. 


E. HUBSCHMAN G&G SONS, Inc. 
PHILADELPHIA 
TANNERS OF FINE CALF LEATHERS 
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A novel window display treatment in the modern manner by Franklin Simon, New York, utilizing the familiar tubes and cylinders in a 
way somewhat different from the usual arrangement. 


how apparent inability—or at least reluctance—of con- 
sumers to buy at increasing price levels. The obvious 
means of accomplishing this difficult sales objective 
are advertising and display, backed up by all of the 
resourcefulness of modern sales promotion. Yet the 
meager folio of the average daily newspaper bears 
eloquent testimony to the fact that advertising budgets 
are being curtailed in a season when an efficient adver- 
tising job is a prime necessity. And most shoe win- 
dows, at least, give mute evidence of the same resolve 
to keep expenditures down. 


Pnewind the uncertainties 
of the situation, the trend toward rising costs of doing 
business in many directions and the not too encourag- 
ing response of consumers to date, one cannot question 
the wisdom of a policy of cautious economy on the 
part of the merchant. But economy should not be 
practised at the expense of sales, and this is the result 
most likely to happen when advertising is cut down 
too drastically and the budget for window displays is 
pared too close. If these expenditures are curtailed 
the merchant must at least make certain that some 
extra element of originality and effort is put into the 
copy or the display, so that sales power will be main- 


tained and every dollar spent in newspapers and 
windows will be made to yield an extra return. 

Fortunately it is possible to plan and create effec- 
tive window displays at a cost not too great for the 
average store, if thought and discrimination are used 
in the planning. The modernistic style in windows, 
which substitutes flat surfaces, treated in a simple 
manner, and simple elements such as cubes or cones 
for elaborate decoration and display, has been a sav- 
ing influence in days of diminished budgets, for it has 
enabled clever display men to build attractive trims, 
in tune with the trend of the times, at a very moderate 
cost. The use of wall board, which can be tinted in 
any color and sawed to any shape, has introduced 
another economy element. Felt or wood block letters 
which fit in perfectly with the modernistic scheme, 
can also be provided at small expense, 

After all is said and done the vital thing about any 
window display is the idea, and a good idea simply 
executed will prove more productive in attracting at- 
tention and producing sales than a more elaborate trim 
which lacks the punch of a dominant sales thought, 
conveyed to the observer in a direct and vigorous 
fashion. As we have pointed out before, the public 
is interested in shoes, not as merchandise, in terms of 

[TURN TO PAGE 66, PLEASE] 
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Dramatizing the 
story of I. MILLER 


LASTS 


for dealers and 
their sales people 


I. Miller has put its famous LAST story into a film 
which shows, simply and graphically, the tremen- 
dous sales promotional possibilities of this abso- 
lutely unique plan. No other shoe company in 
America has anything like it. This film is being 
shown to I. Miller dealers and salesmen all over 
the country to teach them how to cash in on the 
LAST idea. Prints of this film are available with- 
out charge for use at sales meetings . . . Just 
another example of how I, Miller continues to set 
the pace in smart shoe merchandising. If you are 
interested in building a profitable quality shoe 
business in your community, why not investigate 


the I. Miller proposition? Write, wire or telephone. 


I-MILLER 
Leaubjful Shoes 


I. MILLER 


WHOLESALE SALES DIVISION 
LONG ISLAND CITY, N. Y. 
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ETAIL CODE NOW LAW 








Compulsory Retail Law Effective on and After October 30th— 
Stop-Loss Provision Curbs Selling Below Cost—Hours, Wages 
and "Who is an Executive’ Sharply Defined—Retail Trade 


WASHINGTON, OCT. 23.—Following is 
the text of the retail code as signed by 
President Roosevelt: 


To effectuate the policies of Title 1 of the 
National Industrial overy Act, the follow- 
ing provisions are established as a Code of 


Fair Competition for the retail trade. 


ARTICLE I. 
APPLICATION OF CODE. 


Section 1. Application of code. 


The provisions of this code shall apply to all 
retailers and/or retail establishments engaged in 
the retail trade as defined in Article II herein- 
after. 


Section 2. Request for separate code. 


Any division of the retail trade which has 
not participated in the formation or est blish 
ment of this code may make application to the 
Administrator to operate under a separate code 
of fair competition. The Administrator shall de- 
termine whether such division of the retail 
trade shall operate under this code or under a 
separate code and may, if justice requires, stay 
the application of this code to such division 
pending his decision or pending the approval 
by the President of the United States of a code 
of fair competition for such division. 





ARTICLE II. 
DEFINITIONS. 


Section 1. Retail trade. 


The term “retail trade’’ as used herein shall 
mean all selling of merchandise to the con- 
sumer and not for purposes of resale in any 
form, in the continental United States exclud- 
ing the Panama Canal Zone. It is provided, 
however, that the term shall not include the 
selling at retail of milk and its products, tobacco 
and its products, and foods and foodstuffs, or 
the dispensing of drugs, medicines and medical 
supplies by a physician, dentist, surgeon or 
veterinarian in the legitimate practice of his 
profession; and it is further provided that the 
term shall not include any division of retail 
selling (except the selling of drugs and allied 
products) which is now, or may hereafter be, 
governed by a separate code of fair competition 
approved by the President of the United States. 


Section 2. Retailer. 


The term “retailer” as used herein shall mean 
any individual or organization engaged wholly or 
partially in the retail trade. 


Section 8. Establishment. 


The term “establishment” as used herein 
shall mean any store, or department of a store, 
shop, stand or other place where a retailer car- 
ries on business, other than those places where 
the principal business is the selling at retail 
of products not included within the definition 
of retail trade. The term is also used herein 
to refer to the retailer who carries on business 
in such establishments. 


Section 4. Employe. 


The term “employe” as used herein shall 
mean any person employed by any retailer, but 
shall not include persons employed principally 
in the selling at retail of products not included 
within the definition of retail trade. 


Section 5. Definitions of personnel. 


(a) Executive—The term “executive’’ as used 
herein shall mean an ploye ponsible for 
the management of a business or a recognized 
subdivision thereof. 

(b) Professional Person—The term “profes- 
sional person” as used herein shall mean law- 
yers, doctors, nurses, research technicians, ad- 
vertising specialists and other persons engaged 
in occupations requiring a special discipline and 
special attainments. 








Authority to "'Police'' Code Offenders and Evaders 


(c) Outside Salesman—The term “outside 
salesman” as used herein shall mean a sales- 
man who is engaged not less than sixty (60) 
per cent of his working hours outside the estab- 
lishment, or any branch thereof, by which he is 
employed. 

(d) Outside Collector—The term “outside col- 
lector” as used herein shall mean a collector of 
accounts who is engaged not less than sixty (60) 
per cent of his working hours outside the estab- 
lishment, or any branch thereof, by which he is 
employed. 

(e) Watchmen and Guards—The term ‘“‘watch- 
men” and “guards” as used herein shall mean 
employes engaged primarily in watching and 
safeguarding the premises and property of a 
retail establishment. 

(f) Store Detective—The term “store detect- 
ive” as used herein shall mean an employe en- 
gaged exclusively in detective work. 

(g) Maintenance Employe—The term ‘“main- 
tenance employe” as used herein shall mean an 
employe essential to the upkeep and/or preserva- 
tion of the premises and property of a retail 
establishment. 

th) Outside Service Employe—The term “‘out- 
side service employe” as used herein shall mean 
an employe engaged primarily in delivering, in- 
stalling or servicing merchandise outside the 
establishment, and shall include stable and gar- 
age employes. 

(i) Junior Employe—The term “junior em- 
ploye’’ as used herein shall mean an employe 
under eighteen (18) years of age. 

(j) Apprentice Employe—The term “apprentice 
employe” as used herein shall mean an employe 
with less than six (6) months’ experience in 
the retail trade. 

(k) Part-time Employe—The term “part-time 
employe’”’ as used herein shall mean an employe 
= works for less than the maximum work 
week. 


Section 6. South. 

The term “South” as used herein shall mean 
Virginia, West Virginia, Maryland, North Car- 
olina, South Carolina, Georgia, Florida, Ken- 
tucky, Tennessee, Alabama, Mississippi, Arkan- 
sas, Louisiana, Oklahoma, New Mexico, Texas 
and the District of Columbia. 


Section 7. Population. 

Population shall be determined by reference 
to the Fifteenth Census of the United States 
(U. S. Department of Commerce, Bureau of 
Census, 1930). 

ARTICLE III. 
EFFECTIVE DATE. 


The effective date of this code shall be the 
second Monday after its approval by the Pres- 
ident of the United States. 


ARTICLE IV. 
GENERAL LABOR PROVISIONS. 


Section 1. Collective bargaining. 


(a) Employes shall have the right to organ- 
ize and bargain collectively through representa- 
tives of their own choosing, and shall be free 
from the interference, restraint, or coercion of 
employers of labor, or their agents, in the 
designation of such representatives or in self- 
organization or in other concerted activities for 
the purpose of collective bargaining or other 
mutual aid for protection. 

(b) No employe and no one seeking emp!'oy- 
ment shall be required as a condition of employ- 
ment to join any company union or to refrain 
from joining, organizing or assisting a labor 
organization of his own choosing. 

(c) Employers shall comply with the maximum 
hours of labor, minimum rates of pay, and other 
conditions of employment, approved or pre- 
scribed by the President. 


Section 2. Child labor. 


On and after the effective date of this code, 
no person under the age of sixteen (16) years 
of age shall be employed by any retailer, except 
that persons fourteen (14) and fifteen (15) years 
of age may be employed either, 

(a) for a period not to exceed three (3) hours 
per day on six (6) days per week; or 

(b) for one day per week, such day not to 





exceed eight (8) hours. 











In either case, all such hours of work shall 
be between 7 A.M. and 7 P.M., and shall not 
conflict with the employe’s hours of day school. 
It is provided, however, that no person under 
the age of sixteen (16) years shall be employed 
in delivering merchandise from motor vehicles. 

It is further provided, that where a State 
law prescribes a higher minimum age no person 
below the age specified by such State law shall 
be employed within such State. 


ARTICLE V. 
STORE HOURS AND HOURS OF LABOR. 


Section 1. Basic store and working hours. 

On and after the effective date of this code, 
establishments in the retail trade shall elect to 
operate upon one of the following schedules of 
store hours and hours of labor: 

GROUP A—Any establishment may elect to 
remain open for business less than fifty-six (56) 
hours but not less than fifty-two (52) hours per 
week, unless its store hours were less than fifty- 
two (52) hours prior to June 1, 1933, in which 
case such establishment shall not reduce its 
store hours; no employe of these establishments 
shall work more than forty (40) hours per week, 
nor more than eight (8) hours per day, nor 
more than six (6) days per week. 

GROUP B—Any establishment may elect to 
remain open for business fifty-six (56) hours 
or more per week but less than sixty-three (63) 
hours per week; no employe of such establish- 
ment shall work more than forty-four (44) hours 
per week, nor more than nine (9) hours per 
day, nor more than six (6) days per week. 

GROUP C—Any establishment may elect to 
remain open for business sixty-three (63) hours 
or more per week; no employe of such establish- 
ment shall work more than forty-eight (48) 
hours per week, nor more than ten (10) hours 
per day, nor more than six (6) days per week. 

No employe shall work for two or more estab- 
lishments a greater number of hours, in the 
aggregate, than he would be permitted to work 
for that one of such establishments which oper- 
ates upon the lowest schedule of working hours. 

No employe not included in the foregoing par- 
agraphs, and not specifically excepted heréin- 
after, shall work more than forty (40) hours 
per week, nor more than eight (8) hours per 
day, nor more than six (6) days per week. 


Section 2. Schedule of hours to be posted. 


On or within one week after the effective date 
of this code every retail establishment shall 
designate under which of the groups set forth 
in the preceding section it elects to operate and 
shall post and maintain in a conspicuous place in 
the establishment a copy of such election show- 
ing its store hours and employe working hours. 


Section 3. Changes in store hours and em- 

ploye working hours. 

(a) No establishment may change from the 
group in which it has elected to operate except 
upon Dec. 31 of every year. 

(b) Any establishment, however, may at any 
time increase its store hours, provided it main- 
tains the basic employe work week of the group 
in which it originally elected to operate. 

(c) Any establishment may, for a period not 
to exceed three (3) months during the Summer, 
temporarily reduce its store hours, but the week- 
ly wages of its employes shall not on that ac- 
count be reduced. 


Section 4. Exceptions to maximum periods of 
labor. 


(a) Professional persons, outside salesmen, 
outside collectors, watchmen, guards and store 
detectives—The maximum periods of labor pre- 
scribed in Section 1 of this article skall not ap- 
ply to professional persons employed and work- 
ing at their profession, or to outside salesmen, 
outside collectors, watchmen, guards and store 
detectives. 

(b) Maint and t: service em- 
ployes—The maximum periods of labor pre- 
scribed in Section 1 of this article shall not ap- 
ply to maintenance and outside service employes ; 
brt such employes shall not work more than six 
(6) hours per week above the maximum nours 
per week otherwise prescribed by Section 1 un- 
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less they are paid at the rate of time and one- 
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HEMP AND FLAX GET A 


TURKISH BATH 
— for the sake of happy heels 


Yes, sir! A twelvehour sieace-bleeching, in one of dhese huge SPAULD 
revolving ovens, purifies every ounce of the hemp and flax eee 
ihn ths Whi My indi ita a Reb 


Counter. ‘When we come to cut the wide, perfectly tapered top 
- edge, hn Leeneien ie Oe «ober angy 





CHeourse you wanl lo ha He 
| 4 


CLEAN SHOES| 


For that’s just the kind of shoes your customers 





want. And fine, clean counters like Spaulding 
Counters help to give that sleek, “‘dressed-up”’ 
look which keeps those customers proud of the 
shoes you sell them. When you tell your manu- 
facturer to use Spaulding Counters, you’ re start- 
ing him on the way to a smooth job in the back- 
part and quarter — for he’s building on the 
smoothest possible foundation. No little lumps 


- no uneven surfaces . . . and the finely 


tapered top edge of every counter lies snug 


and flat under the lightest leathers. Spaulding 
Counters give you better style, extra flexibility 
and protection against blistered heels—at a cost 
which the satisfaction of your customers will 
make up to you many times over. Tell your 


manufacturer that you want them in your shoes. 


= SPECIFY 
~ PAULDING\ 
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third for all hours over such additional six (6) 
hours per week. 

(c) Executives—Subject to the conditions set 
forth in Section 5 of this article, executives re- 
ceiving $35 or more per week in cities of over 
500,000 population, or receiving $30 or more per 
week in cities of 100,000 to 500,000 population, 
or receiving $27.50 or more per week in cities of 
25,000 to 100,000 population, or receiving $25 or 
more per week in cities, towns, villages and 
other places under 25,000 population, may work 
in excess of the maximum periods of labor pre- 
scribed in Section 1 of this article. In the South 
executives paid not less than ten (10) per cent 
below the wages just specified may work in ex- 
cess of such maximum period. 

(d) Peak Periods—At Christmas, inventory 
and other peak times, for a period not to exceed 
two (2) weeks in the first six (6) months of the 
calendar year and not to exceed three (3) weeks 
in the second six (6) months, an employe whose 
besic work week is forty (40) hours may work 
not more than forty-eight (48) hours per week 
and nine (9) hours per day; an employe whose 
basic work week is forty-four (44) hours may 
work not more than fifty-two (52) hours per 
week and nine and one-half (9%) hours per day; 
an employe whose basic work week is forty-eight 
(48) hours may work not more than fifty-six 
(56) hours per week and ten (10) hours per day. 
All such work may be without the payment of 
overtime. 


Section 5. Limitation upon number of per- 
sons working unrestricted hours. 


Notwithstanding the provisions of the fore- 
going sections of this article and regardless of 
the number of persons otherwise permitted to 
work unrestricted hours the total number of 
workers in any establishment (whether such 
workers are executives, proprietors, partners, 
persons not receiving monetary wages, or 
others), who shall be permitted to work unre- 
stricted hours shall not exceed the following 
ratio: 

In establishments comprised of twenty (20) 
workers or less, the total number of workers 
who may work unrestricted hours (not including 
those workers specified in Section 4a of this 
article) shall not exceed one (1) worker for 
every five (5) workers or fraction thereof; in 
establishments comprised of more than twenty 
(20) workers, the total number of workers who 
may work unrestricted hours (not including 
those workers specified in Section 4a of this 
article) shall not exceed one (1) worker for 
every five (5) workers for the first twenty (20) 
workers; and shall not exceed one (1) worker 
for every eight (8) workers above twenty (20). 


Section 6. Hours of work to be consecutive. 


The hours worked by any employe during each 
day shall be consecutive, provided that an inter- 
val not longer than one hour may be allowed for 
each regular meal period, and such interval not 
counted as part of the employe’s working time. 
Any rest periods which may ke given employes 
shall not be deducted from such employe’s work- 
ing time. 


Section 7. 
week. 


On one day each week employes may work one 
extra hour, but such hour is to be included with- 
in the maximum hours permitted each week. 


Section 8. Conflict with State laws. 


When any State law prescribes for any class 
of employes shorter hours of labor than those 
prescribed in this article, no employe included 
within such class shall be employed within such 
State for a greater number of hours than such 
State law allows. 


Extra working hour on one day a 


ARTICLE VI. 
WAGES. 


Section 1. Basic schedule of wages. 


On and after the effective date of this code, 
the minimum weekly rates of wages which shall 
be paid for a work week as specified in Article 
V, whether such wages are calculated upon an 
hourly, weekly, monthly, commission or any 
other basis—shall, except as hereinafter provided, 

as follows: 

(a) Within cities of over 500,000 population, no 
employe shka!l be paid less than at the rate of 
$14 per week for a forty (40) hour work week, 
or less than at the rate of $14.50 per week for a 
forty-four (44) hour work week, or less than at 
the rate of $15 per week for a forty-eight (48) 
hour work week. 

(b) Within cities of from 100,000 to 500,000 
population, no employe shall be paid less than at 
the rate of $13 per week for a forty (40) hour 
work week, or less than at the rate of $13.50 
per week for a forty-four (44) hour work week, 
or less than at the rate of $14 per week for a 
forty-eight (48) hour work week. 

(c) Within cities of from 25,000 to 100,000 
population, no employe shall be paid I-ss than 
at the rate of $12 per week for a forty (40) hour 
work week, or less than at the rate of $12.50 
per week for a forty-four (44) hour work week, 
or less than at the rate of $13 per week for a 
forty-eight (48) hour work week. 
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(d) Within cities, towns, villages of from 
2,500 to 25,000 population, the wages of all 
classes of employes shall be increased from the 
rates existing on June 1, 1933, by not less than 
twenty (20) per cent, provided that this shall 
not require an increase in wages to more than 
the rate of $11 per week and provided further 
that no employe shall be paid less that at the 
rate of $10 per week. 

(e) Within towns, villages and other places 
with less than 2,500 population, the wages of 
all classes of employes shall be increased from 
the rates existing on June 1, 1933, by not less 
than twenty (20) per cent, provided that this 
shall not require an increase in wages to more 
than the rate of $10 per week. 

The minimum wages paid to professional 
persons, outside salesmen, outside collectors, 
watchmen, guards, store detectives and main- 
tenance and outside service employes shall 
be upon the basis of the basic employe work 
week upon which the establishment by which 
they are employed as elected to operate. 

The minimum wages of any employe not in- 
cluded in the foregoing paragraph and not spe- 
cifically excepted hereinafter shall be upon the 
basis of a forty (40) hour work week. 


Section 2. Juniors and apprentices. 


Junior and apprentice employes may be paid 
at the rate of $1 less per week than the mini- 
mum wage otherwise applicable; it is pro- 
vided, however, that no employe shall be classi- 
fied both as a junior and as an apprentice em- 
ploye, and it is further provided that the num- 
ber of employes classified as juniors and as ap- 
prentice employes, combined, shall not exceed 
a ratio of one (1) such employe to every five 
(5) employes or fraction thereof up to twenty 
(20) and one (1) such employe to every ten (10) 
employes above twenty (20). 


Section 3. Southern wage differential. 


In the South, within cities of over 25000 
population the minimum wages prescribed in 
the foregoing sections may be at the rate of 
$1 less per week; within cities, towns and vil- 
lages of from 2,500 to 25,000 population the 
wages of all classes of employes shall be in- 
creased from the rates existing on June 1, 1933, 
by not less than 20 per cent provided that this 
shall not require an increase in wages to more 
than the rate of $10 per week and provided fur- 
ther that no employe shall be paid less than 
at the rate of $9 per week except as provided 
in Section 2 of this article; within cities, towns, 
villages and other places under 2,500 popula- 
tion, the wages of a!l classes of employes shall 
be increased from the rates existing on June 
1, 1933, by not less than 20 per cent provided 
that this shall not require an increase in wages 
to more than the rate of $9 per week. 


Section 4. Part-time employes. 


Part-time employes shall be paid not less than 
at an hourly rate proportionate to the rate pre- 
scribed in the foregoing sections of this article. 


Section 5. Weekly wages above minimum not 
to be reduced. 


The weekly wages of all classes of employes 
receiving more than the minimum wages pre- 
scribed in this article shall not be reduced from 
the rate existing upon July 15, 1933, notwith- 
standing any reduction in the number of work- 
ing hours of such employes. 


Section 6. Conflict with State laws. 


When any State law prescribed for any class 
of employes of either sex a higher minimum 
wage than that prescribed in this article, no 
employe of such class of either sex employed 
within that State shall be paid less than such 
State law requires. 


ARTICLE VII 


LIMITATIONS UPON PRICE INCREASES; 
PRIOR CONTRACTS 


Section 1. Limitation upon price increases. 


No rctailer shall increase the price of any 
merchandise sold after the effective date of this 
code over the price existing June 1, 1933, by 
more than is made necessary by the amount of 
inercases in production, operating, replacement, 
and/or invoice costs of merchandise, and/or by 
taxes or other costs resulting from action taken 
pursuant to the National Industrial Recovery 
Act and/or the Agricultural Adjustment Act 
since June 1, 1933, and in setting such price in- 
creases retailers shall give full weight to prob- 
able increases in sales volume. It is provided, 
however, that if any price on June 1, 1933, was 
a distress price, an equitable adjustment may 
be made. 


Section 2. Adjustment of prior contracts. 


Where costs of executing contracts entered 
into before June 16, 1933, by any retailer for 








the purchase of goods at fixed prices for de- 
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livery during the duration of this code are 
increased by the application of the provisions of 
the National Industrial Recovery Act and/or the 
Agricultural Adjustment Act, it is deemed equi- 
table and promotive of the purposes of the act, 
that appropriate adjustments of such contracts 
to reflect such increased costs actually incurred 
be arrived at by mutual agreement or arbitral 
proceedings or otherwise, and the National Re- 
tail Trade Council provided for in Article X 
hereinafter is constituted an agency to assist 
in effecting such adjustments. 


ARTICLE VIII 
LOSS LIMITATION PROVISION 


Section 1. Loss limitation provision. 


In order to prevent unfair competition against 
local merchants, the use of the so-called ‘‘loss 
leader” is hereby declared to be an unfair trade 
practice. These ‘‘loss leaders” are articles often 
sold below cost to the merchant for the purpose 
of attracting trade. This practice results, of 
course, either in efforts by the merchant to make 
up the loss by charging more than a reasonable 
profit for other articles, or else in driving the 
small merchant with little capital out of legiti- 
mate business. It works back against the pro- 
ducer of raw material on farm and in industry 
and against the labor so employed. 

This declaration against the use of ‘loss 
leaders’” by the storekeeper does not prohibit 
him from selling an article without any profit 
to himself. But the selling price of articles to 
the consumer should include an allowance for 
actual wages of store labor, to be fixed and pub- 
lished from time to time by the Trade Authority 
hereinafter established. 

2. Such an allowance for labor need not be 
included in the selling price of any article of 
food, or be applied by storekeepers doing busi- 
ness only in communities of less than 2,500 popu- 
lation (according to the 1930 census) which are 
not part of a larger trade area. 

Provided, however, that any retailer may sell 
any article of merchandise at a price as low 
as the price set by any competitor in his trade 
area on merchandise which is identical or es- 
sentially the same, if the competitor’s price is 
set in conformity with the foregoing provision. 
A retailer who thus reduces a price to meet a 
competitor’s price as above defined shall not be 
deemed to have violated the provisions of this 
section if such retailer immediately notifies the 
nearest representative retail trade organization 
of such action and all facts pertinent thereto. 


Section 2. Exceptions. 


(a) Notwithstanding the provisions of the 
preceding section, any fetailer may sell at less 
than the prices specified above merchandise sold 
as bona fide clearance, if advertised, marked and 
sold as such; highly perishable merchandise, 
which must be promptly sold in order to forestall 
loss; imperfect or actually damaged merchan- 
dise ; or bona fide discontinued lines of merchan- 
dise, if advertised, marked and sold as such; 
merchandise sold upon the complete, final 
liquidation of any business; merchandise sold 
in quantity on contract, to public carriers, de- 
partments of government, hospitals, schools and 
colleges, clubs, hotels and other institutions, 
not for resale and not for redistribution to 
individuals; and merchandise sold or donated 
for charitable purposes or to unemployment 
relief agencies; and drugs or drug sundries sold 
to physicians, nurses, dentists, veterinarians or 
hospitals. 

(b) Nothing in the provisions of the preced- 
ing section shall be construed to prevent bona 
fide farmers’ associations engaged in purchas- 
ing supplies and/or equipment for their member- 
ship, from making patronage refunds to their 
membership. 

(c) Where a bona fide premium or certificate 
representing a share in premium is given away 
with any article, the base upon which the mini- 
mum price of the article is calculated shall in- 
clude the cost of the premium or share thereof. 


ARTICLE IX 
TRADE PRACTICES 
All retailers shall comply with the following 
trade practices: 


Section 1. Advertising and selling methods. 


(a) No retailer shall use advertising, whether 
printed, radio or display or of any other nature, 
which is inaccurate in any material particular 
or misrepresents merchandise (including its use, 
trade-mark, grade, quality, quantity, size, origin, 
material, content, preparation or curative or 
therapeutic effect) or credit terms, values, poli- 
cies or services; and no retailer shall use ad- 
vertising and/or selling methods which tend to 
deceive or mislead the customer. 

(b) No retailer shall use advertising _which 
refers inaccurately in any material particular 
to any competitor or his merchandise, prices, 
values, credit terms, policies or services. 

(c) No retailer shall use advertising which 
inaccurately lays claims to a policy or continu- 
ing practice of generally underselling competi- 





tors. 
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(d) No retailer shall secretly give anything 
of value to the employe or agent of a customer 
for the purpose of influencing a sale, or in fur- 
therance of a sale render a bill or statement 
of account to the employe, agent or customer 
which is inaccurate in any material particular. 


(e) No retailer shall place obstacles in the 
way of the purchase of a product which a con- 
sumer orders by brand name by urging upon the 
consumer a substitute product in a manner 
which disparages the product ordered. 


Section 2. NRA label. 


No retailer shall purchase, sell or exchange 
any merchandise manufactured under a code 0 
fair competition which requires such merchan- 
dise to bear an NRA label, unless said merchan- 
dise bears such label. Any retailer rightfully 
possessing the insignia of the NRA who in 
stock or purchases similar merchandise which 
has been manufactured before the effective date 
of the code of fair competition requiring such 
merchandise to bear an NRA label may attach 
thereto the NRA insignia. 


Prison-made goods. 


Pending the formulation of a compact or 
code between the several States of the United 
States to insure the manufacture and sale of 
prison-made goods on a fair competitive basis 
with goods not so produced, the following pro- 
visions of this section will be stayed for ninety 
(90) days, or further, at the discretion of the 
Administrator : 


(a) Where any penal, reformatory or correc- 
tional institution, either by subscribing to the 
code or compact hereinbefore referred to, or by 
a binding agreement of any other nature, satis- 
fies the adiministrator that merchandise pro- 
duced in such institution or by the inmates 
thereof will not be sold except upon a fair com- 
petitive basis with similar merchandise not so 
produced, the provisions of paragraph (b) hereof 
shall not apply to any merchandise produced 
in such manner in the institutions covered 
by such agreement. 


(b) Except as provided in the foregoing para- 
graph, no retailer shall knowingly buy or con- 
tract to buy any merchandise produced in 
whole or in part in a penal, reformatory or 
correctional institution. After May 31, 1934, no 
retailer shall knowingly sell or offer for sale 
such merchandise. Nothing in this section, 
however, shall affect contracts which the re- 
tailer does not have the option to cancel, made 
with respect to such merchandise before the 
approval of this code by the President of the 
United States. 


(c) Nothing in this section shall be con- 
strued to supersede or interfere with the opera- 
tion of the act of Congress approved Jan. 19, 
1929, being Public No. 669 of the Seventieth 
Congress and entitled “An Act to Divest Goods, 
Wares and Merchandise Manufactured, Pro- 
duced or Mined by Convicts or Prisoners of 
Their Inter-State Character in Certain Cases,” 
which act is known as the Hawes-Cooper Act, or 
the provisions of any State Legislation enacted 
under or effective upon the effective date of the 
said Hawes-Cooper Act, the said effective date 
being Jan. 19, 1934. 


Section 3. 


Section 4. Company scrip. 

The following provisions of this section shall 
not ome effective until March 1, 1934. 
Pending such effective date, the administrator 
shall appoint a committee of not more than 
three (3) persons to investigate the economic 
and social implications of these provisions. 
Said committee may make recommendations 
based upon its investigations and such recom- 
mendations shall, upon approval by the Presi- 
dent of the United States, become effective in 
the place of these provisions. 


(a) No retailer shall accept as payment for 
merchandise any non-negotiable scrip, company 
checks or other evidence of wage payment is- 
sued by any individual or private profit or- 
ganization in payment of wages or as an ad- 
vance upon unearned wages. A negotiable in- 
strument issued by any individual or private 
profit organization in payment of wages shall 
be accepted only if it is payable in cash within 
one month of the date of issue. This paragraph 
shall not apply in cases where the cash funds 
of any individual or organization are rendered 
temporarily unavailable due to the closing by 
State or Federal order of the bank in which 
such funds are deposited. 


(b) No retailer shall extend credit in the 
form of goods, money or services to any per- 
sons, other than its own employes engaged 
exclusively in the retail trade, upon any em- 
ployer’s guarantee of part or all of said persons’ 
future wages or pursuant to a wage deduction 
arrangement entered into with said employer, 
unless an identical guarantee or wage-deduction 
arrangement is available to all retailers. 





ARTICLE X 
ADMINISTRATION 


The following provisions for the administra- 
tion of this code shall not apply to the retail 
drug trade, which shall be governed by the pro- 


visions of Section 5 of Schedule A annexed 
hereto. 
Section 1. Retail Trade Authority. 


The Retail Trade Authority shall consist of 
the Administrator or his deputy, and three mem- 
bers appointed by the President of the United 
States, who shall advise and assist the Admin- 
istrator or his deputy. Members of the Retail 
Trade Authority shall be members, without vote 
of the National Retail Trade Council provided 
for hereinafter. 


Section 2. National Retail Trade Council. 


(a) Composition—The National Retail Trade 
Council shall consist of at least one, but not 
more than three representatives from each ma- 
jor division of the retail trade presenting this 
code or hereafter subscribing to it as the Ad- 
ministrator shall designate. 

Such representatives shall be elected, in ac- 
cordance with a fair method approved by the 
Administrator, by the national trade associa- 
tions representing the above divisions of the 
retail trade. Where more than one national 
trade association each represents a portion of 
a single division of the retail trade, the Ad- 
ministrator shall for the purpose of establish- 
ing the membership of the National Retail 
Trade Council in the first instance determine 
whether such associations are truly representa- 
tive and what shall be the number and propor- 
tionate vote of such associations upon the coun- 
cil; after the initial establishment of the coun- 
cil such decisions shall be made by the coun- 
cil subject to appeal to the Administrator. 
Regardless of the number of its representatives 
each division of the retail trade shall have one 
vote in all action taken by the National Re- 
tail Trade Council. 


(b) General Powers—The National Retail 
Trade Council shall, in addition to the specific 
powers herein conferred, have all general 
powers necessary to assist the Administrator 
or his deputy in the administration and en- 
forcement of this code. 


(c) Reports and Investigations—The National 
Retail Trade Council shall, subject to the ap- 
proval or upon the request of the Administra- 
tor, require from all retailers such reports 
as are necessary to effectuate the purposes of 
this code and may, upon its own initiative 
or upon complaint of any person affected, make 
investigation as to the functioning and observ- 
ance of any provisions of the code and report 
the results of such investigation to the Admin- 

trator. 


(d) Recommendations—The National Retail 
Trade Council may from time to time present 
to the Administrator recommendations (includ- 
ing interpretations) based on conditions in the 
trade, which will tend to effectuate the opera- 
tion of the provisions of this code and the 
policy of the National Industrial Recovery 
Act. Such recommendations shall, upon ap- 
proval by the Administrator, become operative 
as part of this code. 


(e) Local Committees—The National Retail 
Trade Council shall, subject to approval of the 
Administrator, supervise the setting up within 
local trading areas of local committees for the 
purpose of assisting in the administration and 
enforcement of this code within such local areas. 


(f) Expenses—The expenses of the National 
Retail Trade Council shall be equitably assessed 
and collected by the Council, subject to the 
approval of the Administrator. 


Section 3. Regional Advisory Committee. 


The National Retail Trade Council shall, sub- 
ject to the approval of the Administrator, ap- 
point annually a Regional Advisory Committee 
consisting of one member appointed from and 
representing each major geographical section 
of the country as established by Federal Re- 
serve Districts. It shall be the function of 
the Regional Advisory Committee to serve in 
an advisory capacity to the Administrator and 
to the National Retail Trade Council on mat- 
ters pertaining to the administration of this 
code in the respective districts. The committee 
shall meet subject to the call of the Adminis- 
trator, the National Retail Trade Council or 
the committee’s chairman. 


Section 4. National Retail Trade Economics 
Board. 

The National Retail Trade Economics Board 
shall consist of five (5) members appointed 
by the President of the United States or by 
the Administrator. Such board shall observe 
and study the economic effects and results of 
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the various provisions of this code and shall 
report from time to time to the Administrator. 


Section 5. Interpretations. 

The Administrator may from time to time, af- 
ter consultation with the National Retail Trade 
Council, issue such administrative interpreta- 
tions of the various provisions of this code as 
are necessary to effectuate its purposes, and 
such interpretations shall become operative as 
part of this code, unless the Administrator 
shall otherwise specify. 


Section 6. Exceptions in cases of unusual 
or undue hardship. 


Where the operation of the provisions of this 
code impose an unusual or undue hardship upon 
any retailer or group of retailers, such retailer 
or group of retailers may make application for 
relief to the Administrator or to his duly au- 
thorized agent, and the Administrator or his 
agent may, after such public notice and hear- 
ing as he may deem necessary, grant such ex- 
ception to or modification of the provisions 
of this code as may be required to effectuate 
the — of the National Industrial Recov- 
ery Act. 4 


ARTICLE XI 
GENERAL 
Section 1. Membership in associations. 


Membership in the national retail associations 
represented upon the National Retail Trade 
Council or in any affiliated association shall be 
open to all retailers of that portion of the 
retail trade which said associations respectively 
represent, and said associations shall impose no 
inequitable restrictions upon admission to mem- 
bership therein. 


Section 2. Information to be furnished gov- 
ernment agencies. 


In addition to information required to be 
submitted to the National Retail Trade Council, 
there shall be furnished to government agencies 
such statistical information as the Administra- 
tor may deem necessary for the purposes re- 
cited in Section 3a of the National Industrial 
Recovery Act. 


Section 3. Prohibition against monopolies. 


The provisions of this code shall not be in- 
terpreted or applied to promote monopolies or 
monopolistic practices or to eliminate or op- . 
press small enterprises or to discriminate 
against them. 


Section 4. Prohibition against use of subter- 


fuge. 


No retailer shall use any subterfuge to frus- 
trate the spirit and intent of this code, which 
is, among other things, to increase employment 
by universal covenant, to remove obstructions 
to commerce, to shorten hours of work and 
to raise wages to a living basis. 


Section 5. Right of President to cancel or 


modify. 


This code and all the provisions thereof are 
expressly made subject to the right of the Presi- 
dent, in accordance with the provisions of Sec- 
tion 10(b) of Title I of the National Industrial 
Recovery Act, from time to time to cancel or 
modify any order, approval, license, rule or 
regulation issued under Title I of said act. 

Section 6. Modifications and supplementary 
provisions. 


Such of the provisions of this code as are 
not required to be included herein by the Na- 
tional Industrial Recovery Act may, with the 
approval of the President, be modified or elimi- 
nated as changes in conditions or experience 
may indicate. It is contemplated that from 
time to time supplementary provisions to this 
code or additional codes will be submitted for 
the approval of the President to prevent un- 
fair competitive practices and to effectuate the 
other purposes and policies of Title I of the 
National Industrial Recovery Act. 


Section 7. 


This code shall continue in effect until June 
16, 1935, or the earliest date prior thereto on 
which the President shall by proclamation, or 
the Congress shall by joint resolution, declare 
that the emergency recogn by Section I of 
the National Industrial Recovery Act has ended. 


Expiration. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Black Suede 
and Kid 
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shoes for women 
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Black 
Kid 


IN STOCK 
AAA toB 
*AAAA toC 


Sizes to 9 
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AME 


RICAN WOMAN 


— when building shoes 
for retatlers to sell 


Loox with a critical eye at the illustrations to the left. 
These are representative of a complete in-stock line of 
Brownbilt shoes. When the complete line is spread, they 
present an array of really extravagant-looking footwear. 
Yet they retail at only $5.00 to $7.00, after allowing a 
generous mark-up. 


Many stores are enjoying real volume sales with these 
Brownbilt shoes—for these very good reasons— 


Their smart style appeals to feminine vanity. 


They give the lady an opportunity to parade her 
“extravagant taste” without paying for it. 


These Brownbilt shoes are the very essence of lightness 


and flexibility. 


The quality is apparent in material and workmanship. 


They fit so perfectly that the retail salesman gets real 
pleasure out of selling them. 


Most buyers are interested in shoes like that. If you 
haven’t seen the complete line, write or wire for a sales 
representative. 


R Drow Gnoe Goungasy, 
2 MANUFACTURERS e¢ e¢ SAINT LOUIS 


Manufacturers also of Buster Brown Tread Straight Shoes 
WE 0 oun pant for boys and girls and Brownbilt Tread Straight shoes for men 


us. 





When writing advertisers please mention Boot and Shoe Recorder 
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NOW 


from the master makers 
of men’s slippers 


YOU CAN GET 


WOMEN’S 
BOUDOIR SLIPPERS 


These new hand turned Boudoirs 
are worthy of the name Evans and 
are in every sense just what you 
would expect from the makers of 
the famous Evans Standard men’s 
slippers. Three staple patterns in 
fine colors of kid are carried In 
Stock. Now you can concentrate 
your purchases of slippers for 
both men and women on one 
source of supply. 





IN STOCK 






No. at Black Kid Leather Lined 
D’Oreay. 13/8 Heel, Hard Sole. 

to 9—AA e 4 
No. 151 Bice Kid No. 161 Red Kid 
No. 171 Patent $ No. 181 Green Kid 

2.10 

No. 1572 Blue Kid Soft Sele Crope 
Lined D’ Orsay. 15/8 Kia Covered Heel. 


Neo. 1576 Black Kid No. 1573 Green Kid 
No. 1572 Blue Kid No. 1574 Patent 
$1.50 


IN STOCK 





Re, tees Black Soft Go a 


wt Heel, 
9. C 


No. 1562 Same in Blue 
$1.25 


L. B. EVANS’ SON 
COMPANY 
WAKEFIELD, MASS. 


Makers of complete lines of Some slippers 
for men and wom 





A YOUTH MOVEMENT 


Wise Shoe Co. Elect Young Officers 


Youth as a keynote for an advertis- 
ing campaign may have had an influ- 
ence on the board of directors of the 
recently reorganized Wise Shoe Co., 
Inc., at a meeting held in their offices 
in New York last week when they 
elected the following officers of the 
company: 

Lawrence A. Schoen, president; Wil- 
bur Hung, secretary; J. L. Alheim, 





J. L. ALHEIM 
Treasurer 


treasurer; Michael Goldstein, executive 
vice-president; Sidney Kaufman, execu- 
tive vice-president. 

Other officers re-elected were Nathan 
Schoen, vice-president; Louis Schoen, 
vice-president; Nathan C. Weiss, ex- 
ecutive vice-president. 





WILBUR HUNG 
Secretary 


Wilbur Hung, the new secretary, is 
only 80 years old. For the past six 





years he has been assistant to the op- 
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erating director. Mr. Hung’s rise has 
been extremely rapid. A graduate of 
the University of Pennsylvania, his job 
at Wise was practically the first job 
he had. He has made a specialty of 
managerial problems, particularly as 
they relate to retail shoe store opera- 
tion, and the plans he has put into ef- 
fect in the past few years have had 
much to do with their progress. 

J. L. Alheim has, for the last four 
years, been comptroller of the com- 
pany. Mr. Alheim is a Certified Public 
Accountant in the State of New York, 
and was called in by the Wise Shoe 
Co. for special jobs some years ago. 
His keen knowledge of financing has 
led him from a prominent position in 
this organization to his present posi- 
tion as treasurer. He was financial 
adviser to the Lithuanian Government 
prior to his connection with Wise. 
Michael Goldstein started as a retail 
shoe store clerk 15 years ago and 
worked up through successive stages 
to buyer of the Ansonia Chain. Two 
years ago he joined the Wise Shoe Co. 
as assistant to Nathan Schoen. His 
success in creating styles, recognizing 





MICHAEL GOLDSTEIN 
Executive Vice-President 


style trends and styling has been re- 
warded by his present position. 

Sidney Kaufman started as a sales- 
man for the Wise Shoe Chain some 
years ago. He was made store man- 
ager within a few years, and later ap- 
pointed district manager, supervising 
among others the 5th Avenue Store of 
the Wise Chain. 

Lawrence A. Schoen, the new Presi- 
dent, has for some years been operating 
director. He is only 32 years old, a 
graduate of the New York University, 
and son of A. Schoen, founder of the 
business. 

With the retirement of A. Schoen, 
the Wise Shoe Co. becomes one of the 
few chains in the country guided en- 
tirely by young men, as none of the 
officers is over 35 years old. A. Schoen, 
who has been in the shoe business for 
upwards of 40 years, retires to a well- 
earned rest. 
















WE HAVE STOCKED DR.SCHOLES 
FOR THE PAST 26 YEARS...FOR 
THE LAST 15 VEARS WE HAVE 
FEATURED THIS LINE.SINCE 1929 
WE WERE SUPPOSED TO HAVE HAD 
A DEPRESSION -YET IN THESE YEARS 
WE EXCEEDED ALL PAST RECORDS. 











WE SHOW PEOPLE ON THE STREET 
WHAT AN IMPORTANT PART 
DR. SCHOLL AIDS FOR THE FEET 
PLAY IN FOOTWEAR ENJOYMENT. 


ALWAYS AN ADEQUATE STOCK TO WE HAVE DR. SCHOLL TRAINED AT- 


MEET THE DEMAND. ALWAYS TENDANTS. YOU SEE, THEY KNOW THE 
INTERIOR DR. SCHOLL DISPLAYS. ~~ GREAT VALUE OF THE PEDOGRAPH. 
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There's a PROFITABLE place 


in every high grade shoe store 
for these ingenious shoes 


Regardless of the shoes you are now selling, 
there is a definite place in your store for 
these scientifically designed "cushioned com- 
fort" shoes. 


In no way competitive with "standard" or 
"style" shoes, Rohn Nu-Matics fill the need of 
many men and women who require special 
features of comfort. 


Only in Rohn Nu-Matics will you find the twin 
selling features of live rubber cushioning and 
100°/, nail-less construction as well as style, 
quality and serviceability. 


Specialize on Rohn Nu-Matics . . . and you'll 
find them one of the most profitable items of 
your entire business. 





SEND FOR THE ROHN PLAN NOW 


An attractive 32-page booklet describes Rohn Nu- 
Matics and the advertising-merchandising idea be- 
hind them. Send for a copy—Rohn Shoe Mfg. Co., 
512 W. Florida St., Milwaukee, Wis. 





Fashioned in 31 distinctive styles on 12 d'fferent 
lasts for men, 17 styles over 2 comfort lasts for 
women, in all essential widths and sizes. 





Style No. 20 
shown above. 


Koh 
Un Matic 


CUSHIONED SHOES 





| 
| 
| 
| 
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How a California Store Sells 
Better Shoes 


By J. EDWARD TUFFT 


ae before the NRA 

weit into effect, the price level of seventy-five per 
cent of the customers patronizing the women’s and 
children’s shoe department in the F. C. Nash and 
Company department store at Pasadena, had been 
raised at least two dollars through the selection of 
stock and sales methods introduced by the manager. 
Customers who had been regular customers of other 


| departinents in the store but not of this department 











had in twelve months time been won over as patrons 
of the department until the total number had increased 
slightly more than sixty per cent. 

The figures are given from records in the hands 
of W. P. Warmack, manager. 

“The first thing we did when taking charge of the 
department,” said Mr. Warmack, “‘was to put in better 
merchandise and display it in abundance on tables 
facing the lines of traffic through the store. 

“The second thing was to pay absolutely no atten- 
tion to the customer’s suggestion that she be shown 
a low priced pair of shoes. 

“The customer, after being seated, was asked a few 
questions, her foot troubles were ascertained, the size 
and shape of the foot were noted. We found most 
customers at that time asking for shoes at about $3.50 
or even less. We always slipped on to the foot a shoe 
selling at about $6.50, telling her that this was the 
type of shoe to give the maximum of comfort, ete. 


Md 

Usually when it came 
time to mention the price the customer protested, 
then a shoe selling at one dollar less was slipped on to 
the foot. ‘Here is a shoe at one dollar less which I 
think may please you’, was the remark made. We 
never said: ‘Here is a $5.50 shoe,’ for using the word 
‘less’ was far more effective than to state a definite 
price two dollars above the price the customer had in 


| mind when entering. 


“Seven out of ten never went below the $5.50 
figure under those circumstances regardless of the 
price they had in mind when coming into the store. 
About four out of ten went back to the $6.50 shoe. 

‘We found many fine regular customers of other 
departments were walking past the department be- 
cause the price level had been too low. We found 
there had been a tendency during the hard times not 
to urge the higher priced shoes. That was apparently 
all a mistake for better prices with us have had the 
results as stated—75 per cent of old customers up $2 a 
pair, and 60 per cent of our great army of new cus- 
tomers coming from regular customer lists of other 
departments formerly passing up this department.” 
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PUT THESE TWO KIDS to WORK for YOU 





Are Calluna Kid and 
Crushed Calluna Kid doing 
the same profitable job for 
you that they are already 
doing for many shoe manu- 
facturers and retailers in 
all parts of this country? 
They can, if you will let 
them. .” 
Calluna Kid. the first of ~~” 
these two fashion-finished 
kids to make its appearance, was the scintillating 
style sensation of this Fall, an upper material that 
combined all of the accepted advantages of genu- 
ine kid with a verve, a harmony of style and color, 
and an ease of manipulation that previously had 
only been found together in fabrics. Its ribbed 
effect, its “‘heathery”, “tweedy” appearance in a 
black, a brown, or a well chosen grey, each 
splashed with lighter little flecks of color, cap- 
tured the imagination of shoe stylists everywhere. 
Praise of this unique leather even came back to 
this country from Paris itself, in the New York 
Times Paris Dispatch of September 10th. 

Then Crushed Calluna Kid was devised to help 
the trade capitalize on the favor for and popu- 
larity of this new development in kid. In a deep, 











navy blue, a new, exquisite brown, and in black, 
Crushed Calluna makes possible a well rounded 
line of shoes for the feminine wardrobe of 
1933-34. 

It is of tremendous profit advantage to shoe re- 
tailers, that not only are these Callunas genuine 
Kids, with all of the strength and long life that 
carries weight in the minds of prospective women 
customers, but that in view of today’s demand for 
matching ensembles these Calluna’s are also so 
easily manipulated that they are being used in 
handbags, in leather belts, in coats, in caps, and 
in a host of other costume accessories. 

Tie in with the profitableness of these two Cal- 
luna Kids. They are waiting to bring you profits 
if you will only put them to work. 


SURPASS LEATHER COMPANY 





When writing advertisers please mention Boot and Shoe Recorder 
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THERE IS NO 
SUBSTITUTE 


FOR 


QUALITY 




































The quality shoe is beyond criticism. The materials 
and workmanship that make it a meritorious product, 
give it selling power. It has the preference when 
money must be spent with care. The trend is in that 
direction. The public is alert for merchandise which 
has not been scaled down in value. The day of price 
ballyhoo is passing. Buying unwisely is known to 
create an unforgettable experience. The service ap- 





BARBOUR STORMWELT, 
VERY MUCH ENLARGED, 
SHOWING ITS ALL 
LEATHER, ONE-PIECE 
CONSTRUCTION IN 
DRESS WELT SHOES. 





peal remains the one which gets most attention and 
on which to rely for profitable business. 


GENUINE BARBOUR STORMWELT 
enjoys world-wide trade acceptance. This mirrors 
consumer demand. It was THE ONLY—ONE PIECE 
—SOLID LEATHER—STORMWELT on the market 
nine years ago and is the same today. It has become 
a trade practice to prefer it for sealing the inseam, 
creating a retaining wall so shoes will remain shapely 
and adding a touch of distinction where it is most 
practicable and appealing. 


IMITATED BUT NOT DUPLICATED. THERE IS 
ONLY ONE GENUINE BARBOUR STORMWELT 









































ILLUSTRATING THE 
USE OF BARBOUR 
STORMWELT IN SHOES 


FOR HEAVY DUTY. 
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NATIONAL NEWS 


SATURDAY, OCTOBER 28, 1933 


EVERY WEEK 








Spring Woolen Colors 


The Spring collection of 52 woolen 
colors, just issued by the Textile Color 
Card Association to its members in ad- 
vance swatch form, reflects significant 
new themes, which suggest effective 
fashion and merchandising promotion 
for the cruise and Southern resort sea- 
son. 

In interpreting the new colors, Mar- 
garet Hayden Rorke, managing director 
of the association, called attention to 
the virile hues of Oriental inspiration, 
which include shades for ship and 
shore wear. Nanking Blue, a medium 
tone of slightly greenish cast, Manchu 
Red, of bright yellowish cast, as well 
as lively shades like Dragon Green 
and Mandarin Rust, are typical of this 
smart development. 

While both pure and cream white 
will be in popular favor, the newest 
light neutral note from a high style 
angle is Linbeige, a natural linen or 
crash shade suggestive of the French 
“pain bis,” or dark bread. It will be 
especially fashionable in combination 
with the foregoing vivid hues, as well 
as Schooner Blue, a new navy, Amadou 
Brown and Chinese Rust. The alli- 
ance of a light grey, called Nugrey, 
with navy and livelier tones, will also 
sound a smart note. The introduction 
of rusty reds as Emberlite and Breton 
Red into the sports picture emphasizes 
another interesting new theme. These 
coppery reds are typical of the sail- 
cloth garb worn by the fishermen of 
Douarnenez and other picturesque fish- 
ing ports of Brittany. 

Along with the more intense and 
darker shades cited above, new versions 
of pastels are accorded high fashion 
recognition for cruise and Southern 
wear. These comprise the more posi- 
tive “tropical tints” like Corngold, Sun- 
red, Rickey Green and Italian Tur- 
quoise, as well as cloudy attenuated 
tones, includes Strawberry Pink, a 
dusty mauvish pink, Lotusblu, a soft 
violet blue, and Pearlblu, a pale sky 





tone. Coraltint, Lilactint and Seadew, 
a pale watergreen also belong in the 
pastel family. 

For travel, as well as townwear, the 
Alpine influence receives fashion en- 
dorsement. Alpgreen, Engadine Green, 
Lucerne Green and Bernese Blue are 
indicative of this influence. 

As a more sophisticated develop- 
ment, restrained “off” shades which 
may be described as “faded,” have high 
style interest for townwear. Smart 
renditions are companion tones like 
Heather Blue and Zinc Blue, a light 
vintage shade called Winerose and 
Plumbrown, as well as the Mustard 
Green, also Clovedust and the greens 
of Alpine type mentioned above. All 
of these are soft and cloudy in tone. 

As for basic color trends, strong em- 
phasis is placed upon the blue range, 
particularly clear purplish tones. 
Shipblue and Schooner Blue reflect the 
smart nautical theme, while Wedgwood 
Blue expresses the ceramic type, and 





DATES TO REMEMBER 


HMAWEEN: . oo... devccecsiecsecoen October 31 
Armistice Day ..............6. November 11 
Thanksgiving ..............66. November 30 


30th Annual Convention, National Boot and 
Shoe Manufacturers Association, Hotel 
Commodore, New York........ December 4 


National Season Opening, Hotel Commodore, 
New York December 5-8 


GNIS 5 oo cicc covicovesences December 25 
New Year’s Day ............ January 1, 1934 
National Shoe Retailers Annual Convention 
at St. Louis Jan. 8,9, 10, 1934 
Middle Atlantic Shoe Retailers Association, 
20th Meeting and _ Exhibition, Hotel 
Adelphia, Philadelphia. .Jan. 22, 23, 24, 1934 
Northwestern Shoe Retailers Regional Asso- 
ciation at Sioux City..... Feb. 5, 6, 7, 1934 
Indiana Shoe Buyers Eleventh Annual Con- 


vention. Claypool Hotel, Indianapolis, 
ONGIBNE: oo cece cece ces Feb. 4, 5, 6, 1934 
Se ee re tere oe April 1, 1934 











Romany Blue the medium greenish ver- 
sion. 

The rusty or amadou types, which 
have won marked recognition in Paris, 
are also highly important. Bacardi 
Brown and Amadou Brown are smart 
versions of this new trend, and this 
new tonal quality is likewise apparent 
in many of the new reds and browns 
in the collection. 

Greens, which have attained an en- 
viable position in the style picture, ap- 
pear in several new variations. Those 
of yellowish cast predominate. The 
deeper mountain or Alpine greens also 
mentioned swings away from the yel- 
low influence. Lucerne Green is also a 
member of this bluish green family. 

As there is every indication that 
grey will repeat its popularity of the 
past Spring, Steamgrey, a light clear 
shade, and Graycloud, a medium warm 
tone of slightly mauvish cast, represent 
the neutral versions. 

The greys of bluish cast, named Nu- 
grey and Maltese Grey, attract atten- 
tion, however, as a new high fashion 
note. The new Spring version of taupe, 
Santaupe and Shadolite, have decided 
style importance. They are extremely 
wearable and possess the subtle quali- 
ties favored in the “off”? shade move- 
ment in fashion. 

In addition to the rusty and yellowish 
Oriental Reds already cited, a rich red 
of bluish cast, Robin Red, has fashion 
appeal, as well as Lightwine, a diluted 
wine tone. 

While the rusty browns of amadou 
cast like Amadou Brown are high- 
lighted, more neutral browns as Rye- 
brown also have a place in the Spring 
mode. An important new interpreta- 
tion of beige is represented by Tawny 
Beige, while Sconebeige, suggestive of 
that creamy color of Scotch scones, is a 
smart lighter tone for resort and Sum- 
mer wear. Light and medium neutral 
shades of beige for townwear, include 
the sandy desert tones; Bisquetone, 
Trotteur Beige, Sandeen and Walnut 
Beige. 
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1933 SHOE PRODUCTION 21.3 PER CENT AHEAD 








period of 1932. 


* wowwcoe 


SHOES, AND SLIPPERS, OTHER THAN RUBBER, AUGUST, 1955 


Statistics on the production of boots, shoes, ani slippers, other than rubber, by classes and States, for August, 1955, as reported to the 
Bureau of the Census by 1,070 factories, are presented in the following tables. 
The total production of footwear in factories reporting for August, 1955, indicates an increase of 9.5 per cent from July, 1935, and an in- 
crease of 19.8 per cent over August, 1952, Production during January-August, 1935, shows an increase of 21.2 per cent as compared with the same 


Table 1. - PRODUCTION OF BOOTS, SHOES, AND SLIPPERS, OTH*R THA RUBBER, BY CLASSES: AUCUST APD JULY, 1955; AUGUST, 1952; 


AND JANUARY-ANGUST, 1955 and 1952 
























Production (Pairs) oe 

_ August July 1/ August | Jan.-dugust | Jan.-august jaggy 

1933 1935 1932 1933 1932 1935 - 1932 
Boots, shoes, and slippers, totel.........sseeeesees 36,690,056 | 35,740,154 | $0,764,991 | 245,774,152 | 201,090,607 21.2 
High and low cut boots and shoes (leather), total............. 30,669 ,564 | 27,698,957 | 25,637,236 | 204,723,241 | 168,704,775 21.3 

Men’ s: 

BIOED cc cc cccccccccccccccccccccesovccccose Boccdeccccccccces 6,544,003; 5,962,569| 4,625,415/ 45,257,474 32,956,902 31.2 
WORK. co cccccccrccccccccccccccccceseccsecccsesesccoseceesess 2,503,442 | 2,345,506/| 1,996,569] 16,539,231 13,292,292 24.4 
Boys’ and youths’........sesseeee paavesseeusesbbcaretvenbess 2,101,688] 1,992,946] 1,612,676] 15,739,940 | 10,934,446 25.7 
Women’ Be ccccccccccccccccccccccescccsceseeseceevcecessccesees 14,474,914 | 12,566,666 | 15,670,176] 94,050,503 77 679,378 21.1 
Misses’ and children' 3,201,030] 3,052,294] 2,598,293/ 24,154,648 23,296,437 3.7 
Infants’ ..scsceseees 1,754,087 1,758,956] 1,134,069| 15,001,745 10,545,233 23.3 
Athletic 3/...ssseeees 136,672 130,032 63,544 862,133 730,768 16.5 
Part-leather and part-fabric...... 77,169 83,828 232,110 975,145 1,671,542 41.7 
All-fabric (satin, canvas, OtC.) S/e.sssecccecccccecserecccecs 364,790 295,204 377,401 3,741,245 5,016,613 @25.5 
Slippers and moccasins for house wear, total....csesseseseeees 4,677,001; 4,515,011] 3,426,175] 25,256,557 17,935,962 40.8 
MUNN c54500400b40 000s esrsbarceeteecseseecssesesccenes 1,347,937] 1,208,368 740,328] 6,494,640 3,750,322 74.1 
Part leather, TOlt, OC. cccccccccccccccccsevccecescscccscces 3,529,064} 3,304,643] 2,665,647 16,761,617 14,205,640 32.1 
Barefoot sandals and all other footwear a/ ecccccccccccccccccs 945,960; 1,028,102 646 ,525 8,215,831 7,019,949 17.0 














1. Figures revised to include data received 
3. Excludes footwear with fabric uppers and 





after publication of July report. 2. 
rubber soles. 


4. In addition, fectories reporting leather footweer, produced 577,280 pairs of rubber-soled footwear with fabric uppers during August and 
@ total of 3,157,153 peirs during the period January-August, 1935. 


A minus sign (—) denotes decrease. 








Washington, D. C.: 

Statistics on the production of boots, 
shoes and slippers, just released by the 
Department of Commerce, Bureau of 
Census, reports for the month of Au- 
gust, 1933, based upon the figures sub- 
mitted by 1,070 factories indicates an 
increase of 19.8 per cent over the same 
month in 1932. There was a better- 
ment shown over July, 1933, of 9.3 per 
cent. 

DEPARTMENT OF COMMERCE yor gaasad 
FOR — suntau oF THE CENSUS 





PRODUCTION OF BOOTS, SHOES, AND | 
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The production of shoes during the 
January-August, 1933, shows an in- 
crease of 21.3 per cent. During Au- 
gust, 1933, there was produced 36,890,- 





956 pairs of shoes compared with 
30,784,991 during August, 1932. 

In the break down of figures men’s 
dress shoes for the January to August 
period 1933 shows the largest percent- 
age of gain with an average of 31.2 
per cent. The gain in women’s shoes 
for the same period was 21.1 


Wholesale Price Report 


WASHINGTON, D. C.—The Bureau of 
Labor Statistics of the Department of 
Labor says for the week ending Oct. 7, 
1933: “The index number of wholesale 
commodity prices of the Bureau of La- 
bor Statistics of the U. S. Department 
of Labor recovered part of the ground 
which was lost the week ending Sept. 
30 and moved upward by three tenths 
of 1 per cent during the past week. 
The Bureau announced today (Wednes- 
day) that its index number of the gen- 
eral level of wholesale commodity prices 
for the week ending Oct. 7 stood at 
71.3 as compared with 71.1 for the 
week previous. The index is about one 
fourth of 1 per cent below the high 
| point which was reached during the 
week of Sept. 23 when it registered 71.5 
Camparable indexes for the remaining 


69.7 for week of Sept. 9; and 70.5 for 
the week of Sept. 16, and show a con- 
tinuing upward tendency of prices. 
“The index for the present week is 
back to the level for September, 1931. 
From that date to June, 1932, the trend 
was steadily downward with only two 
periods of minor recovery. From July 





weeks in Sept. were 69.7 for Sept. 2;_ 








to the first week in October, 1932, prices 
gradually advanced showing declines 
for only three weeks of the period. Be- 
ginning in October, 1932, prices again 
gradually declined. The downward 
pace was accelerated in early 1933 
reaching the low point during the week 
of March 4. From this low point 
wholesale prices have tended steadily 
to increase with only two periods of 
recession. The present index is about 
20 per cent above the low point of 
March 4, 

“Further declines were registered in 
the wholesale prices of farm products 
and hides and leather products. Farm 
products fell by almost 1 per cent be- 
cause of further decreases in cotton, 
live stock and grains. Decreases in 
price of boots and shoes caused a drop 
of less than one half of 1 per cent in 
hides and leather products.” 


Shoe Talks to Students 


WIcHITA, KAN.—Jack Kimple, of the 
Rorabaugh Dry Goods Co., sees the out- 
come of years of patient education of 
the shoe buying clientele of his store 
—his receiving, this week, an invita- 
tion to address students in the two high 
schools of this city upon “What is a 
Sane Shoe?” 

Sane shoes for women is the hobby 
of Mr. Kimple. He and his clerks have 
made it a point to painstakingly ex- 
plain foot anatomy and the reasons for 
particular requirements for a given 
foot to all persons. 
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STYLE and QUALITY 


will be essential in 1933 Fall and 


Winter Footwear. 


Celastic Box Toes always assist in 


providing these important factors. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Godman Co. Elects Officers 


CoLumBus, OHIO—Other changes 
caused by the resignation of J. Elmer 
Jones, as director, vice-president, sec- 
retary and salesmanager of the H. C. 
Godman Co., are the election of T. E. 
Cavanaugh, formerly assistant vice- 
president to a directorship in the com- 
pany and vice-president; M. J. Wallace, 
a director was made secretary; and B. 
M. Compton, who has been associated 
with the company for about five years, 
was made salesmanager. 

Fred A. Miller, president of the com- 
pany, announced that there were no 
other changes in the organization. All 
units are operating on a good schedule. 
Mr. Miller said that the traveling sales- 
men would be on their territories with 
Spring samples shortly after Decem- 
ber 1. 


Reports Sales Increase 


CoLumMBus, On10—Manager McDow- 
ell of the Columbus Walk Over Shoe 
Store reports an inrease of approxi- 
mately 20 per cent in sales during Sep- 
tember as compared with September 
of 1932. This increase was shown in 
both men’s and women’s shoes. 

Mr. McDowell believes that sales will 
continue good during the remainder of 
the year despite a slight falling off in 
Sepetmber, due to unfavorable weather 
conditions. 











Boston, Mass.—‘Crinkle Gram” soles, new 
on sport shoes, have soles of leather embossed 
in waves, or crinkles. The embossing is done 
by machine, something after the idea of em- 
bossing upper leather, only the designs are 
simple like crinkles, or waves. The grain is left 
on the leather. There’s wear in the grain. 





The Time to Advertise 


LOUISVILLE, Ky.—J. C. Fedler, third, 
of the Boston Shoe Store, said that the 
time was ripe to get business and that 
their firm had greatly increased its ad- 
vertising appropriation as this seems 
the time to expand advertising by news- 
papers and direct mail. In this last 
connection they are making a drive to 
get back old customers who apparently 
have drifted away. “For,” said Mr. 
Fedler, “old customers are as impor- 
tant, if not more so, than new ones. For 
it is much easier to get them back than 
people who have never been in your 
store.” 


Seifert Heads Buffalo Retailers 


BuFFALO, N. Y.—George L. Seifert 
of 2894 Delaware Avenue, Kenmore was 
elected president of the Buffalo Retail 
Shoe Dealers’ Association at the an- 
nual meeting held in Hotel Statler. He 
succeeds Clarence I. Lanich, who has 
held the office for several years. Other 
officers elected include Irving M. Bauer, 





AT THE 


Your Line of Shoes is Less 
than 6 Minutes Awe 
from New York’s 


Largest Buyers 


Conveniently located in 
the heart of the “shoe 
belt” for quick contact 
with all important buyers, 
it saves their time and 
yours. 


Spacious, modern sample 
rooms, in which smart 
shoes look smarter. 

















2500 ROOMS 
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ONLY WAND UP 


Hotels Van Cleve, Dayton; 
alse under Ralph Hitz Direction 
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president of the I. M. Bauer Shoes 
Corp., and K. W. Watters & Son, Inc., 
630 Main Street, vice-president; L. 
Nelson Ellsworth, secretary and Joseph 
A. Schaetzer, treasurer. 

Directors elected from Buffalo are 
Benjamin Etkin, Floyd A. Paige, Fred 
W. Nearing, Elbert A. Smith, Samuel 
A. Shive, John S. Meyer, Clarence I. 
Lanich, Samuel H. Michaels, Edward 
W. Lauck, Edward F. Oberlin, Fred 
Thiele, Robert M. Holmes, Oliver F. 
LaReau and Matthew P. LePrell. 

Directors from suburban communi- 
ties are Raymond Emerling of Ham- 
burg, Frank G. Measer of Williams- 
ville, Edward A. Flynn of Niagara 
Falls, Thomas D. Furlong of Lockport 
and Edward Kanke of Tonawanda. 





Exhibits School Trophies 


KENT, WASH.—The five trophies won 
by the Kent High School Football Team 
were strikingly exhibited at the Kent 
Bootery this week. Sam Hoffman, 
proprietor of the Bootery, has been 
congratulated on his enterprise on show- 
ing the trophies of the great kickers in 
his decorative display windows and call- 
ing attention to the great kicking team 
of the high school at the start of the 
Fall football season, when excellent 
“kickers” are needed. The five trophies 
exhibited were won by the Kent high 
school lads, noted for their kick-offs, 
during the past three years. 





WHO MAKES? 


Inquiry Department, Boot & Shoe Recorder, 
239 West 39th St., New York, N. Y. 


Please send us information where we can buy 
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HOTEL NEW YORKER 


34th Street at 8th Avenue, New York + Ralph Hitz, President 
Book-Cadiliae, Detroit; Ritz-Carlton, Atiantle City 




















Let the RECORDER help you 
locate wanted merchandise. 
Mention grades. Attach to 
your letterhead and mail to 


Inquiry Department 


Boot & Shoe Recorder 
239 West 39th St., New York, N. Y. 
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Selling Consumers on the NRA 


How Some Shoe Salesmen Handle the Situation When 
Customers React Unfavorably to Higher Prices 


By ARCHIE C. ANDERSON 


New York—Everyone has heard of 
the NRA, but a number of salesmen 
who were interviewed as to the reac- 
tion of consumers say there are still 
some customers who cannot see the rea- 
son for paying more for foot wear this 
year than at the same time last year 
or last Spring. Sometimes the sales- 
man finds it necessary to explain to 
these people that, owing to the prices 
of leather advancing and factories do- 
ing their share in the President’s 
recovery program, prices have to ad- 
vance. 

Often, the salesman has to go the 
whole route from the hides to the 
finished pair of shoes and tell the whys 
and wherefores. Then he must point 
out that each branch of the shoe and 
leather industry is adding employees, 
working fewer hours, and in most cases 
paying more money in wages as well 
as for materials. After such an ex- 
planation most customers are able to 
see why prices have advanced and are 
willing to pay. 

The majority of people, however, 
know all about the NRA and expect to 
pay more for their purchases. For this 
reason most of the salesmen interview- 
ed reported that selling at the present 
time is not much harder than it was 
at the lower prices. 

Bargain hunters and foreigners who 
can’t speak English are said to be the 
hardest ones to sell on the new scale, 
and in the case of the former it is often 
necessary to emphasize the fact that 
prices are liable to advance still more 
in order to make the sale. Once they 
realize that they will probably have to 
spend more money for the article if 
not purchased at once, it is usually 
quite easy to put over the sale. 

In the case of the ones who can’t 
speak English or even understand it 
much, the salesman has to show many 
more styles to prove that there are no 
more shoes at the lower prices, and 
even this does not always save the sale. 
Sometimes they will walk out of the 
store to look around, but more often 
after looking elsewhere they will come 
back and buy. 

“This has happened numerous times,” 
said one salesman, “and we think it is 
because we have spent a little more 
time and patience in displaying our 
merchandise where the other fellow 
hasn’t been so willing to do this. These 
people figure that as long as they are 
forced to pay more money they might 
as well spend it where there is a 
greater variety to choose from or where 
they are shown greater courtesy. May- 
be we are wrong, but figure it out for 
yourself.” 





RETAILERS MAKE LAST STAND 


Appear before President on “Stop Loss” 
Provision 


The biggest battle of the codes was the 
vigorous fight to retain the 10 per cent clause. 
The merchant associations sponsoring the code, 
asked for a meeting with the President, to 
give him proof of the need for eliminating 
“loss leaders” and making the law of the land 
read: “No goods can be sold below invoice 
cost, plus 10 per cent to cover the cost of 
wages.” 

Shoe retailing was ably represented at the 
meeting by Edwin Hahn and Herbert Rich of 
the National Shoe Retailers Association and 
M. L. Friedman, George L. Smith and William 
Girdner of the National Council of Shoe Re- 
tailers. 

In a 45-minutes conference, retailers made 
their last stand in a “protest and appeal to the 
President of the United States.” The final 
code, as published elsewhere in this issue, indi- 
cates compromise to the extent of making it 
an unfair practice to sell goods below invoice 
cost. This eliminates a 10 per cent margin 
which the associations had hoped would have 
become one of the mandatory provisions of 
the new retail law. This one clause in the 
code is most important in the light of retail- 
ing practice. 

It now remains for the “trade authority with 
the co-operation of merchants and consumers 
to see to it that this law is not avoided or 
evaded. It will serve to curb some of the 
worst forms of cut-throat competition. 





AD 


Store Has Private Stage 


CLEVELAND, OHI0—The Selby Arch 
Preserver Shop, in the heart of Play- 
house Square, has been remodeled in 
brilliant fashion to meet the favor of 
theatrical patrons to whom they cater. 
The store was originally attractive, but 
in its present revamped form it is said 
to be the finest shop in the Middle 
West. A gold color scheme is gener- 
ally followed in the wall finish, while 
the floor is heavily carpeted in dark 
red. Green leather upholstered chairs 
form a pretty contrast with the red 
leather fitting stools. All woodwork 
is in walnut, including the many show 
cases, which range along either side 
of the room. Modernistic lighting fix- 
tures hang from the ceiling between 
each of the cases. At the rear center 
a stage has been constructed with pull 
curtains on either side. The stage is 
used for style shows and fashion events, 
when living mannequins are paraded 
before the patrons. Between times it 
is used as a display platform, furnish- 
ing an attractive background for the 
store. Elmer A. Clark is the store 
manager, 
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As One Merchant 
: to Another 


FRANK WERNER 
of 
FRANK WERNER 


COMPANY 
SAN FRANCISCO 


says: 


“For many years we have written a 
large share of our insurance with 
the National Retailers Mutual In- 
surance Company, because it has 
been good business to do so. 





“First: The Company is in a rela- 
tively strong financial position. 


“Second: Its policies are sound and 
have proven successful, especially 
so, during the depression. 

“Third: The Company operates its 
business profitably. During last year 
it returned practically the whole of 
its earnings to policyholders in divi- 
dends. 

“Fourth: The Company is well man- 


aged, and has shown exceedingly 
good judgment in its investments. 


“Fifth: Through the National we 
have been able to secure advan- 
tageous rates; this in addition to 
our dividends has made it tremen- 
dously worthwhile for us to do 
business with such a company.” 
This million dollar, legal reserve, 
mutual insurance company writes 
Fire insurance and allied lines for 


high-grade shoe merchants under 
dividend-paying policies. 


Write us 
about your 
Automobile , 
Casualty 
and Fire in- 
surance 
needs. No 
obligation is 
involved. 


20% 


SAVING 


FIRE 
INSURANCE . 








NATIONAL RETAILERS 


a 


© MUTUAL INSURANCE 





COMPANY 


James S. Kemper, President 
Mutual Insurance peerae, 


Chicago, U. S. 
Nationwide Service Facilities 


§ Ce hey ; > 
’ 
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OLD COMPANY PUTS ON A NEW FRONT 





BROUWER SHOE CO. 


Home of Reseach Footwear 





MILWAUKEE, Wis.—An epidemic of 
new store fronts has hit town. Men’s 
stores, ladies’ stores, shoe shores, every- 
body, it seems, is remodeling, getting 
ready for increased activity under the 
new deal. 

Stanley Brown, display manager of 
the S. J. Brouwer Shoe Co. was chal- 
lenged with the proposition of going 
the other fellow one better. This new 
store front as shown above is actually 
the “talk of the town.” 

There are so many features in this 
new Brouwer Store that it is hard to 
know where to start to list them all. 

Modern in every respect, but not 
freakish. Instead of bringing the win- 
dows in to the center and then running 
back to form a vestibule, Brouwer’s 
opened the front up wide. The en- 
trance gives the impression of a per- 
son standing there with outstretched 
arms saying to you “Come in.” 





The windows “run in” straight for 
about ten feet and then swing towards 
the center where we find two beautiful 
doors inviting us to step in. 

Just a small case is set in the center 
to hide a supporting post. One imme- 


diately gets a view of all the windows, | 
so that in reality the entire front is | 


“out on the sidewalk.” The terrazzo 
floor has dark stripes which form 
“lanes” that just naturally draw folks 
in past the windows. There is hardly 
a time, all day or evening, that there 
isn’t some one in this lobby “looking 
’em over.” 

The base of the windows, the pilast- 
ers and the background of the sign 
above, is black “Carrara” glass. The 
trimmings and the lettering are a spe- 
cially finished super-aluminum in nat- 
ural color. 

All backgrounds were built in Brou- 


wer’s window display shop. They are | 








natural cork, trimmed with silver and 
black. The back of each section is re- 
movable so that each individual display 
can be trimmed without disturbing the 
rest of the window. This is accom- 
plished by having a narrow “runway” 
in back, the entire length of the 
windows. 

Quite extensive remodeling was nec- 
essary inside of the store, including a 
beautiful terrazzo stairway leading to 
the downstairs department. 

These windows were completely de- 
signed by Stanley Brown, display man- 
ager of the Brouwer Shoe Co., and in- 
stalled under his personal direction. 
As arranged, they form a frontage of 
66 running feet of window glass. Nu- 
merous modern trends in store front 
architecture were avoided because Mr. 
Brown’s experience has proved them 
to be a passing fad and not conducive 
to the best in merchandising. 





New Store Getting Play 


Houston, TExAS—Juvenile Walk 
Over shoes or the Jack-O-Lantern shoes 
for juveniles have certainly made a 
good start in Houston, acording to C. 
R. Ladin, who opened a Walk-Over 
shop for women and children at 818 
Main St. Mr. Ladin, who is the 
manager of the same shoes for men 
and boys at Leopold and Price’s men’s 
exclusive store, says the new shop has 
far exceeded his expectations. 


Business generally has been espe- 
cially good, Mr. Ladin declared, in dis- 
cussing business conditions. Either 
most everyone has worn out all of their 
old shoes and must have new ones, or 
more money in circulation, has created 
a desire for better shoes, and he be- 
lieves there is a little truth in both 
reasons. Men are already calling for 
high top shoes, which seem to be des- 








tined to be in demand more than usual, 
for what reason he does not under- 
stand, except that men who buy good 
shoes are partial to high shoes during 
the winter months. 


Haygood & Middlebrooks Starts 


ATHENS, Ga.—O. W. Haygood and 
P. B. Middlebrooks have opened a shce 
store here under the name of Haygood 
& Middlebrooks at 151 Clayton Street, 
right in the heart of the business 
district. Mr. Haygood has some 13 
years retail shoe experience to his 
credit, while his partner has been in 
the general merchandise business for 
six years. The opening weeks’ busi- 
ness of this young firm has been most 
satisfactory. A good line of shoes for 
the entire family is being carried. 





Brownbuilt Store in Waterbury 
WATERBURY, CONN.—Jay Rand’s 
Brownbilt Shoe Store has opened at 
145 Bank street, carrying complete 
lines for all members of the family and 
featuring Buster Brown shoes for chil- 
dren. Harold Hadley, a graduate of 
Dr. Scholl’s Orthopedic School and 
formerly connected with Manning-Arm- 
strong Shoe Stores in this city and 
Bristol, Conn., is manager of the new 
store. Daniel Horgan is assistant. 





Roxy Shoe Store Opens 


BALTIMORE, Mp.—The Roxy Shoe 
Shop will be opened the latter part of 
this month at 2331 East Monument 
Street. The shop will occupy the re- 
constructed building at the location and 
will feature women’s shoes. 
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Stabilizing the Shoe in Motion 


[CONTINUED FROM PAGE 17] 


- 


control, the easier becomes control of 
its metacenter as relating to the shoe. 
When the foot rolls, the righting arm, 
or leverage, which the displaced center 
of buoyancy exercises to restore the 
foot to the vertical, is GZ on the dia- 
gram. 

The present accepted control of the 
foot’s roll along the line MZB is to 
place a fixed spupport under the foot. 
A successful stabilizer must be capa- 
ble of utilizing the righting arm, or 
leverage, GZ, in matching the rolling 
action with stabilizing couple of same 
value. Incidentally a “couple” is two 
equal forces acting in opposite direc- 
tions along parallel lines. A_ single 
force cannot balance a couple, and it 
cannot be balanced except by the ac- 
tion of an equal and opposite couple. 
No matter how irregular the rolling 
action of the foot may be, a successful 
stabilizer must be capable of instantly 
opposing it by the action of an equal 
and opposite couple. 


The Yaw of the Foot 


As it is affected by modern footwear, 
the function of the foot is constantly 
influenced in action by its pitch and 
roll, and by their irregular combination 
in the “yaw” of the foot. Ceaseless 
variations as to all kinds of terrain, 
from the unyielding levels of urban 
life to the up hill and down dale of the 
country, have to be met by the maxi- 
mum of adaptation when it comes to 
shoes. 

The foot, like the ship, has to main- 
tain some degree of pitch and be re- 
sponsive to it. Unless we are ready 
for heel-less shoes. However, the ad- 
justment of the foot to excessive 
stresses, due to an elevation of the 
heel pier, is directly affected by the 
extent of control of the foot’s roll. As 
has already been pointed out, this can- 
not be met effectively by retention de- 
vices, but rather “by matching the roll- 
ing action with stabilizing couple of 
same value.” 

There is a phase of foot function 
comparable with the ship’s yaw, in 
which the habitual roll and the pitch 
of the foot, uncontrolled and not com- 
pensated for, develop a little heeded 
clinical entity. I refer to the effect 
of this irregular combination on the 
structure and function of the foot. The 
axis of the heel bone assumes an out- 
ward inclination (caleaneo-varus) and 
the forefoot is responsive to the posi- 
tion of pronation (talipes-valgus). 

This, then, is the yaw of the foot— 
the cumulative effect on the foot of 
changing axes of motion and condi- 
tions of stress, of the habitual roll and 
pitch to which the foot cannot fully ad- 
just itself in action. 


Conclusion 


It is as yet a little recognized clini- 
cal fact that if the roll of the foot is 








| recently 





~ euere 


P : | 
prevented the eifect of pitch is mate- | 


rially lessened. And the foot’s yaw, 
once it is fully developed, can be over- 
come best by the establishing of right 
shoeing conditions. This postulates a 
shoe the design and structure of which 
conforms to usual standards as to ex- 
ternal appearance for obvious reasons, 
and one which, without adding to its 
weight, incorporates the principle of 
on automatic stabilizer. 

Only by such a means can the some- 
times devastating effects of uncon- 
trolled roll, pitch and yaw of the foot 
be met and controlled; only by such a 
means can these movements of the foot 
beyond a normal range be prevented. 

In fact, the reduction of the effect 
of excessive pitch by preventing ro'l 
without cramping the foot’s action, is 





the one means at present available for | 


aiding the foot in its adaptation to 
shoes in the style realm. 

An unhampered foot in a stabilized 
shoe is the only adequate response at 
present to the exacting demands of our 
modern mode on the structure and func- 
tion of the foot. 


every excessive motion simultaneously 
with its occurrence and regardless of 
its irregularity and thus suppress the 
roll at its inception. 

Such a shoe, appropriating as 
would much that is of proved value and 


utility in related practices and arts, | 


will be a definitely forward step in the 
adaptation of the foot-shce mechan‘sm 
to the exacting demands of its present 
environment. 


A recent calculation of the extent of pitch 
in a style shoe of moderate type was made 
by the author. <A = step-in pump 
with 19-8 heel was measured with outside 
calipers and rule. From the heel centre to 


ball centre the shoe measured 4% in; the | 


sole was 5 irons in thickness. 


was therefore 2.25:4.5, which gives us a 


The ratio | 


gradient or pitch of a little over 26 degrees. | 


When it is considered that a 2.5 grade (2.5 | 


feet descent or a-cent in 100 feet) is a fairly 


stiff one in railroading, and that a 5 or 6 | 
of pos- | 


per cent grade is about the limit 
sibilities, it is obvious that the contained 
foot would have to operate its controls on a 


| 


gradient more than four times greater than | 


would be possible in railroading! And it 


must be recalled that this article indicates | 


that the pitch of the foot is of secondary 
importance to its roll. Indeed, this latter 
aprears to be the most important factor as 
to shoe structure before the industry at the 
present time. 


David S. Childs 


FLINT, MicH.—David S. Childs, pro- 
prietor of the Jefferson Hotel, died 
suddenly of a heart attack in the hotel 
which he owned and had managed. 

Prior to going in the hotel business 
Mr. Childs was a commercial traveling 
salesman for the A. E. Nettleton Shoe 
Co. He was a resident of Flint for 
the past forty years and was identified 
with several organizations as the Flint 
Country Club. The Elks, The Genesee 
lodge No. 174 F. & A. M. and a charter 
member of the Southern Shoe Travelers 
Association. 





Its essential feature | 
| would be to aid the foot in meeting | 


it | 
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POLICE SHOE 


to Police Department regulations) 


(conforms 


Hours of comfort «2.6.64. 
Miles of service .. 
Stylish 


Built for 211 kinds of weather 














IN STOCK 


Sizes 
7 to 12 
6 to 12 
5 to 12 
5 to 12 
EEE 5 to 12 
Made to order at small extra 
charge. : 
Width Sizes 
E . 


PER PR. EXTRA WEST OF DENVER 


10c. 
Made of genuine plump weight full grain 
boarded calfskin, fu'l double sole with 10- 
iron oak bend outersole, ‘Trade Builder’ 
combination grain leather counter pocket 
and back stay, one width combination last 
and steel arch support. 
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WHERE TO BUY 
Shoe Trees 












or 4' i i ed 
PRICE 
& PROTECTEO 
Self Adjusting Shee Trees. 
A gontic squeeze inserts or 
romeves. Write fer unique 
sales pian. 


SIMPLEX SHOE 
TREE COMPANY 


105 w ADAMS $7, CHICAGO 
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WHERE TO BUY 
Men’s Shoes 


8 SoS OT 











qanoe 
MEN’S FINE SHOES 
OLD COLONY SHOE CO. ROCKTON 








BOSTON 
marbridge Bids. e 10 High Bt. 
ORIGINAL 
FOR MEN 


J. P. SMITH SHOE CO. 
Chicago, Il. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 
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INDIANAPOLIS, IND.—Marott’s Col- 
lege Inn, a shop within a shop, had its 
official opening recently. The new shop 
will cater to the college student, athlete 
and sportsmen. It is the first and only 
shop of its kind in Indianapolis to offer 
a complete service in this line. 

A decided departure from ordinary 
shoe service, the shop has an atmos- 
phere of its own, positively collegiate. 
It is furnished in the seventeenth cen- 
tury style. The only modern thing, is 
the radio that was built in an early 
English cabinet. Hand wrought light- 
ing fixtures fashioned in rough iron are 
suspended from the ceiling, while in- 
direct lighting from two candelabrum 
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A REAL MAN’S SHOP 





furnish additional light. The drapings 
and the floor covering are decidely 
English. 

Smokers’ accessories are hand 
wrought and placed at random on small 
end tables beside the easy chairs. On 
the walls are photographs of noted 
football players, basket-ball players 
and other prominent sportsmen. In 
order to complete the collegiate atmos- 
phere, a former basket-ball star has 
been engaged as a salesman. The shop 
is located on the second floor in the 
front of the building, directly opposite 
the main elevator. Stocks are hidden 
from view of the patrons, but easily 
accessible. 








Atlantic City Style Showing 


ATLANTIC City, N. J.—The latest 
Fall models of shoes, equipped with 
Pyraheel, were featured in a recent 
window display at the Du Pont Exhibit 
on the Boardwalk. This new scuffless 
heel material was shown in new colors 
and designs on shoes of leading manu- 
facturers. Sheets of Pyraheel in vari- 
ous grains, including ring lizard, frog 
skin, medium-grained kid, coarse- 
grained kid, coarse-grained calf and 
built-up heels were displayed. 

A feature of the exhibit was a ma- 
chine holding a greatly enlarged shoe 
heel covered with Pyraheel, over which 
water constantly poured. A small sign 
called attention to the waterproof qual- 
ities of the material. Wooden heels 
before and after being covered formed 
a part of the display. 

The important steps in the making 
of a shoe were also shown. These in- 
cluded the upper part of the shoe, the 
upper part with inner sole, the upper 
part with outer sole and Pyraheel, and 
then the finished shoe. A small sign 
identified each of these steps. 

Among the shoe manufacturers rep- 








Randolph, Mase. 


Richards & Brennan Ce. 











resented in the display were: Shelby 








Shoe Co., Boyd- Wright Shoe Co., 
George E. Keith Shoe Co., Boyd-Welsh 
Shoe Co. and Bancroft Walker Co. 





Men Buying Narrow Toes 


INDIANAPOLIS, IND.—Ninety per cent. 
of the men are drifting to the narrow 
toe in footwear, according to R. H. 
Lowden, manager of the Feltman- 
Curme shoe shop. This is not only 
true of the college boy, but the more 
conservative and older men. In favor 
among early Autumn styles are the 
grain leathers, and becoming more pop- 
ular as the inclement weather sets in. 
There seems to be little objection on 
the part of buyers to pay the advanced 
prices for footwear. 





Fabric Shoes Very Active 


Houston, TexAS—Fabric shoes for 
women have been the best sellers in 
the women’s shoe department of Sako- 
wich Bros. with the best trade in the 
five years of his connection with the 
store, was the statement made by W. 
H. Sherwood, manager of this depart- 
ment. 
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MEN WHO TRAVEL 
KNOW THE BEST 









Look for the 


“D” 


United Shoe Machinery Corporation Hi F F ‘i 
BOSTON, MASSACHUSETTS : 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Women’s Shoes 
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in GENUINE 
_A, SILVER 
rs as ‘ wh 
MARGE 


ae “f \ - 6p-se 
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X1034 Genuine Silver Kid Sandal 
20/8 Louis heel. 72 Last AA-C 


WRITE FOR CIRCULAR 
TERMS 2% 10 DAYS, NET 30 


HANNAHSON’S SHOE CO. 


HAVERHILL MASS. 











THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 


Black Suede 

Brown Suede 
Kaffir Calf 

Patent Leather 
Brown Kid 
Black Moire 
White Moire 
White Kid 
White 
Satin 
Black 
Satin 



















Regent and Seamless 
High and Baby Louls 
AAA te C 


BETT SHOE CO. 
58 N. 4th St., Philadelphia, Pa. 
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WHERE:TO BUY 
Shoe Dressings 
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CAVALIER CORP.—BALTIMORE 


SPECTRUM DYES 





POLISH 


SHOE 








Fits Difficult Feet 


SEATTLE, WASH.—The M. Lee Silen 
shoe store on Stewart, near Fourth 


Ave., this city, featuring a_boxless, 
salon-like interior, and the orthopedic 
fitting of difficult feet, has recently 
been incorporated. The M. Lee Silen, 
Inc., has been incorporated with capital 
stock of $10,000, by Lee and Zelma 
Silen. 





» STORE CHANGES 4 





New Women’s Shoe Dept. 


CuicaAGco—Henry C. Lytton and Sons 


| announce the opening of two women’s 


shoe departments at the Hub. The 
shoe salon on the fifth floor will handle 
shoes ranging in price from $6.50 to 
$12.50. Style, quality and correct fit- 


ting are the points emphasized in their | 


publicity dealing with the opening. In 
the basement shoe department, the 
price range is $2.45, $2.95 and $3.95. 
A very elaborate newspaper size 
bulletin of eight double pages was sent 
out announcing that Oct. 16 to 21, 
would be “Chicago Dress-up Week.” 


| This included full page announcements 


| of the new shoe departments. 


These 


were sent out to a mailing list of 


75 000. 


Changes in Dunlap Bootery 


PORTLAND, ORE.—Carl H. Miller, who | 


recently purchased Dunlap’s Bootery, 
has for many years catered and se- 
ured the better class of women’s shoes. 
{n his new location he is assisted by 
Jan Vogel. 


At the recent transfer of ownership, | 
Mr. Miller was assisted by Jack God- | 


dard, who covers “Denver West” for 
Florsheim Shoes. 


| Buys Butte Shoe Store 


Buttr, Mont.—The Red Boot Shoe 
Store, which has been in operation in 


this city for the past 33 years has been | 
Mr. | 


purchased by Sam W. Meyer. 
Meyer originally started in the retail 
shoe business in this city, went to 


Bozeman then to New York City, now | 
| he is back. He has many plans to pro- | 


mote the business, chief is the develop- 
ment of the orthopedic fitting of good 
shoes. 


Successful Opening 


New ORLEANS—The Maison Blanche 
Company has opened on a generous sec- 
tion of their second floor, “Story Town 


| Shoe Shop,” featuring shoes for chil- 
| dren, misses and youths. 








In addition a large portion is de- 
voted to women’s shoes and accessor‘es. 

The department is in charge of R. B. 
Gallegly, who says the opening was an 
unbounded success. 


New Mathes Branch 


TOLEDO, OH10O—The Reed Shoe Store, 
one of a chain operated by I. Mathes 
Shoe Co. of St. Louis, has been opened 
at 325 Summit St., with Arnold Hay- 
maker as manager. This makes six 
stores in Ohio operated by this com- 
pany, all being known as “Reed’s” ex- 
cept the store in Youngstown, which 
is styled “Mill’s.” The store special- 
izes on $3.45 women’s shoes. 
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| Cline Opens Branch 


Los ANGELES, CALIF.—Charles D. 
| Cline, owner of the French Slipper 
Shoppe, has opened a third unit in the 
J. J. Haggerty specialty store. The 
new department is located on the street 
floor and is the first that ready-to-wear 
house has had. In this new shop Cline 
is featuring long-vamp, rather than 
short-vamp footwear as in the other 
stores, at prices from $10.50 up. 


Enlarges Children’s Dept. 


DALLAS, TEX. — Titche - Goettinger 
Company has announced an enlarged 
and redecorated children’s shoe depart- 
ment on the fourth floor, with Mrs. C. 
K. Kendall as head of the department. 
Mrs. Kendall is assistant buyer to H. 
M. Bridges, buyer of women’s and 
children’s shoes, and has formerly 
worked in this store’s children’s shoes 
quarters. The new department fea- 
tures shoes for both boys and girls and 
| is elaborately decorated. 








Cushing & Boucher Closed 


New Beprorp, Mass. — The retail 
shoe business of Cushing & Boucher, 
operating a quality footwear business 
here for many years, has been discon- 
tinued, the stock being sold at public 
_ auction to the Cherry & Co., local de- 

partment store. 


Benfel Shoes, Incorporated 


CLEVELAND, OHIO — Benfel Shoes, 
Inc., with headquarters at 940 Leader 
Building has been incorporated with a 
capital of 200 shares of no par stock 
to operate a retail shoe store. Incor- 
porators are Ben Berkman, Kathleen 
Eliott and Peter E. Klein. 





Hub Moves Children’s Dept. 


BALTIMORE, Mp.—Through recent re- 
modeling and rearrangement of depart- 
ments, The Hub now maintains its 
children’s shoe shop on the main floor, 
where it occupies an entire section. 
The Enna Jettick shoe shop is located 
on the second floor just above the chil- 
dren’s shoe shop. 


Adds Foot Specialist 


PoRTLAND, OrE.—Dr. K. B. Averill, 
foot specialist, has joined the Broad- 
‘way Boot Shop. Margaret Miller, for- 
merly in the hosiery department of C. 
H. Baker Shoe Company, has also been 
added to the staff. 


Hudson-Clark Enlarges 


TwIN FALLs, IpAHO—A complete re- 
modeling of the Hudson-Clark shoe 
store is in progress. The store has been 
widened and incidently a thorough re- 
modeling job done. Several new lines 
are to be added, which will give the 
store a most complete assortment. 
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BICYCLE PATTERNS 


Boston, Mass.—Bicycle patterns for sport 
shoes for 1934. So say designers. Hollywood 
revived bicycles. Shoe makers revived the bicycle 
shoe. Designers seized upon the idea. They 
styled it up. So bicycle patterns for even dressy 
sport shoes. They lace high up the front. Heels 
are high, too. New patterns in numbers for 
novelty sport shoes for 1934 are passing from 
pattern shops to shoe factories. 








Evening Slippers Active Early 


CLEVELAND, OHI0—Alton D. Barnett, 
assistant manager of the Lindner Co. 
shoe department, advises that there has 
been an early demand for evening slip- 
pers this year. 


—— = | 


Cincinnati Likes Suedes 


CINCINNATI, OHI0O—Black and brown 
suede shoes with all sorts of combina- 
tions have taken Cincinnati by storm. 
The promised vogue of satins did not 
materialize. With the exception of 
one of the most important shoe de- 
partments who early in the season 
could hardly supply the demand for 
satins, most merchants report only a 
limited demand for satins except for 
evening wear. Kids and reptiles, espe- 
cially alligator, are also good. One 
strap, and laced oxfords lead. 

In spite of advanced prices, shoe men 
report that business in the better grade 
shoes is excellent. 


Graining Soles of Sport Shoes 


Boston, Mass.—Some graining of 
sales is going on in New England shoe 
factories. The soles are put under an 
embossing plate in the Sheridan press 
and a grain is imprinted into them. 
That’s like embossing upper stock, only 
the designs are different. Or the soles 
are run under a roll cut in a suitable 
design. The grain is left on the leath- 
er, instead of being buffed off, as is 
ordinarily done to clean the surface for 
a fine finish. The grain being on there 
is more wear to the sole. But the real 
reason is to get a new style on bottoms 
of sport and out of door shoes. 


More Brown Shoes Selling 


ROCHESTER, N. Y.—Men’s. brown 
shoes took a sudden spurt for good 
sales in Rochester last week for an 
inexplicable reason. Downtown stores 
generally reported better sales in that 
line, although none has been featur- 
ing browns especially. 

The Eastwood Shoe Company said 
suedes in black and browns are leading 
the women’s sales, although retailers 
generally were of the opinion suedes 
were about cleaned up for the season. 
Spotty sales in opera pumps and party 
shoes were reported. 

Cold weather boosted sales of chil- 
dren’s shoes somewhat, although not 
touching the peak set early in Septem- 
ber when schools resumed. All stocks 
seem to be moving equally well. 
















































STA-TITE 


CHOU; 






4 


on any shoe 


LOOK BETTER AND WEAR LONGER 






















The unique Sta-tite method of attaching leaves no open nail holes, 
forces the heel edges tight against the base all around—and there they 
stay. That means life-long good looks. 

Contrary to the usual “nail hole and washer” method which definitely 
limits wearing depth, the Sta-tite wire mesh is embedded firmly at the 
base. This increases the wearing depth approximately fifty per cent. 


Sta-tite Heels are the new era rubber heel. Specify them on your orders. 


PANTHER PANCO CO. 


CHELSEA, MASS. 
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Dancing Shoes and Taps 
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TAP SLIPPERS 


with Taps 
Uue strap 1.75 
Black Kid < Ribbon tie 


1 
One strap 2.06 
Ribbon tie 


2.10 
wag ~~ 4 By MFG. CO. 
Swa & Ritner Sts. 

ladelphis. 


Patent 
Leather 
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Sport Footwear 
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WHERE TO BUY 


Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 


Flexible Hard Soles... 
Send for In-Stook 
alog 


MRS. DAY'S IDEAL BABY 
SHOE CO. 
. Mase. 











FINE ILD [ f; 


—for infants, 
Children, 
Misses, 


Young La- 
dies. 
Smartest Patterns. 
incomparable Values. 
Be sure to see Spring 
Line! New IN STOCK 
Catalog. 


CHILD LIFE 


SHOE MFG. CO. 
MILWAUKEE, WIS. 





» ABOUT PEOPLE y 


West Coast Chapter Elections 


PORTLAND, ORE.—Recent elections in 
local chapters of the Pacific Northwest 
Shoe Dealers Association have re- 
sulted as follows: Salem, Ore., Edward 
W. Acklin, president; Simon Cohen, 
vice-president; Carl A. Ramseyer, sec- 
retary, and E. Hole, treasurer. Ta- 
coma, Henry Garcia (Rhodes Bros.), 
president, E. S. Hill, vice-president, 
and W. H. Stuart, secretary. Seattle, 
Everett Nordstrom, president; Max 
Block, vice-president; Ed. N. Phalan, 
secretary, and Dave Klinesmith, treas- 
urer. 


Morris With Cinderella Shop 


BALTIMORE, Mp.—Milton Morris has 
been appointed buyer for the Cinderella 
Shoe Shop. 

Incidentally the Cinderella Shop, is 
observing its first anniversary. It was 
opened by Louis Greenberg. Greenberg 
stated he has enjoyed fine business dur- 
ing the first year he has been in the 
retail shoe business for himself. The 
growth of the business recently neces- 
sitated enlargement of the store. 


Koerner Managing Reed Store 


CINCINNATI, OHIO—W. S. Koerner, 
formerly assistant manager of Reed’s 
Shoe Store, Fifth St., has been made 
manager of the store in place of Leslie 
Graham, who was transferred to the 
store recently opened in Youngstown, 
Ohio. 


Feinefield With Black 


BIRMINGHAM, ALA. — Blach’s, one of 
the oldest department stores in the city 
catering to the better class of trade, 
has added a ladies shoe department. 
David Feinefield for 13 years operating 
his own store here has been obtained 
as manager of the department. He 
formerly operated the French Bootery. 


Kennedy Manages Portland Store 


PoRTLAND, OrE.—Lee Kennedy, for- 
merly of Ruth’s Style Shop at Phoenix, 
Ariz., has been appointed manager of 
Jaquelin Slipper Shop, succeeding A. 
Brummel, transferred to Chicago. The 
name has been changed to Vanity Slip- 
per Shop. David Keppe has been 
named as assistant. 


Store Picnic 


CINCINNATI, OH1I0—The Dan Cohen 
Shoe Company celebrated its 40th 
anniversary by going en masse to 
Sharon Woods, where a bountiful din- 
ner was cooked over outdoor grills and 
many games were indulged in. Execu- 
tives, manager and salespeople enjoyed 
the occasion. Sharon Woods is one of 
the most beautiful and most perfectly 
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equipped parks in this part of the 
country. Acres of hills and woodlands, 
equipped with over 200 fireplaces and 
many tables, provide a perfect picnic 
grounds. 


Steve Wochos Makes Change 


PORTLAND, ORE.—Steve Wochos, well- 
known Portland shoeman, has moved 
his Peacock shoe department to Armi- 
shaw’s, Inc. He was for several years 
past with Lipman Wolf Company. Van- 
ity shoes are now handled by the latter 
firm. 


James Succeeds Richards 


PorTLAND, OrE.—C. Byron James 
has been named manager of Fashion 
Bootery, Inc. He succeeds R. Richards. 


A. E. Fraley Opens Store 
WOOoDSFIELD, OHIO—A. E. Fraley has 
opened a retail shoe store with a gen- 
eral line of shoes. Mr. Fraley has been 
associated with various shoe stores in 
Woodsfield for the past 15 years. 


Another Block Branch 


SPOKANE, WASH.—With the opening 
of a fine shoe store here in the old 
Walk-Over location, Max Block of 
Seattle adds another live outlet to his 
large and growing chain of retail shoe 
stores. 


Art Rise Starts Store 


SALEM, OrE.—Art Rise has taken 
over the old banking quarters at 129 
North Commercial Street and opened a 
modern shoe store at this well-known 
location. 


Foulger Opens Store 


KLAMATH FALLS, OrE.—Charles F. 
Foulger, formerly of Ogden, Utah, has 
opened a new shoe store at 525 Main 
Street, for the present specializing in 
only women’s and children’s shoes. 


Bernhard Store Moves 


SEATTLE, WaSH.—The Bernhard 
Shoe Company, long located at 502 Sec- 
ond Street, where an extensive busi- 
ness has been developed, has leased 
1118 Second Avenue, Seattle, where a 
new shoe store is being opened. 


Colby Chain Grows 


HARTFORD, CONN.—A new unit of the 
Colby Shoe Store chain has been opened 
at 999 Main Street, with Joseph E. 
Cousin as manager. 


Features Children’s Dept. 


MONTGOMERY, ALA.—A new “Kiddies 
Korner” has been opened by the Sea- 
well Shoe Company. 
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1 The GOODYEAR LOCKSTITCH 


GOODYEAR OUTSOLE RAPID LOCKSTITCH 
MACHINE — MODEL O 


GOODYEAR 
oe KSTI ae H 


GOODYEAR attaches the sole to 
the welt on the outside of the shoe 











LOCKSTITCH 


seam for Sole Attaching is the seam of 
quality. It has stood the test of time. 
There are two outstanding lockstitch 


seams now in use on modern footwear. 


Do 











Dot 


LOCKSTITCH SEAMS are flexible and 
will hold securely all types of soles 


commonly used on footwear 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 











2 The LITTLEWAY LOCKSTITCH 


W/E SOLE STITCHING MACHINE 
— MODEL C 


Litrueway = S%\ 
LOCKSTITCH 


LITTLEWAY attaches the sole, upper 
and insole on the inside of the shoe 
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WHERE TO BUY | 


Men’s & Women’s 
Slippers 
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W. S. CHASE & SONS, INC., 


HAVERHILL, MASS. 


In Stock—Men’s Full Leather Lined | 


Handturned Slippers 


Priced from $1.75 | 


Kid Pullman Slippers 
colors and black with 


Snap Pocket $1.35 
‘“ipper Pocket $1.50 


Reena OES lL TELL A EO 
KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 

IN STOCK 
No. 156 Black 

Kid $2.25 


SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
B. Evans’ Son Co.) 


No. 401 Black 
Kid $1.75 


(Division of L. 


Cd 


WHERE TO BUY 


Bowling Shoes 
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PROFESSIONAL 
BOWLING SHOES 
PRICE COMBINATION 
$2.40 SOLES 
Right Foot 
Rubber 
Sole and Heel 
Left Foot 
Buckskin 
Sole—Rubber 
Style No. 224 Heel 
BROOKS SHOE MFG. C 








| Emerson, 





. CO. 
Swanson & Ritner Sts., Philadelphia 
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Riding Boots 
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\ BXDING BOOTS 
‘ IN-STOCK 
for Men, Women and 
Children—also 

lodhpurs and Field 


CONNE 
MSHOE Bes oO. a 





| Lineoln, Neb. 








THE SELLING END 





Ted Emerson Out 


Fred L. Emerson, Jr., better known 
as “Ted,” has just started contacting 
Enna Jettick dealers in Southern Cali- 


| fornia, after completing a preliminary 


TED EMERSON 


trip in Central New York State under 
the capable guidance of Joe Carruthers, 


| one of the Enna Jettick veterans. 


Ted is the second son of Fred L. 
president of Enna Jettick 
Shoes, Inc., and is being introduced 
on his new territory by P. M. Prosser, 
another Enna Jettick veteran. 


Gene Bailey With Adams 


E. A. (Gene) Bailey, who for many 
years past has represented the Bion F. 
Reynolds in the Northwest and to the 
Coast, as well as carrying the Huffine 


| Clark Co.’s line is now out with the 
| samples of Adams Bros. 


WHERE TO BUY) 


| apolis south to St. 


Gene’s territory will be from Minne- 
Louis, and from 
the city included, west to 
Gene having had con- 
siderable experience with like lines is 


Chicago, 


| happy that he can call on his old friends 


in the trade. 


Had Hospital Sales Room 


Clarence L. Cogswell, of the Jackson, 
Miller & Wilde, Inc., has been a patient 
at the Lawrence Memorial Hospital, 
Medford, Mass., for a few weeks, un- 
dergoing a minor operation. 

Coggie is up and around again and 
is about to take the trains again to call 
on his trade, which is large and loyal. 
His great comfort while in the hospital 
was the reading of his daily mails 
which brought to him some very flat- 
tering orders. 
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| Larkin, Champion—Almost 


Bill Larkin, of the old guard on the 
| selling force of Stacy Adams Co., is 
| now on his territory which takes in 
| every sellable account in the Middle 
| West to Denver. Bill’s side line this 
| trip will be the narration of how near 
| he came to being the acknowledged 
| amateur golf champion of New Eng- 
| land and that all that stood between 
| it and him was a mere blade of grass. 


| Wass in New Offices 


| Stanley Wass has fitted up new of- 
| fices at 137 Lincoln St., Boston, where 
| he sells for a string of shoe factories. 


TRADE LITERATURE 


| Modern Miss Shoes 
Attractively Featured 


The Huth & James Shoe Company 
can be justly proud of their new Mod- 
| ern Miss catalog, which we believe is 
one of the most artistic and complete 
presentations of a new line, in catalog 
form, which has come to our attention 
for some time. Each shoe is portrayed 
in a background of silk, which grace- 
fully sets off the new Fall patterns. 
This catalog is an outstanding exam- 
ple of a manufacturer making his cata- 
log so attractive that the retailer is 
anxiously awaiting its arrival at the 
beginning of each season. 


| Slipper Corporation 


SALEM, Mass.—Edward Newhall 
Slipper Co., 28 Goodhue Street, incor- 
porates Edward Newhall president and 
treasurer, and George T. Donovan as- 
sistant treasurer. Mr. Newhall was 
formerly with Fargo, Newhall Shoe Co., 
Lynn. 


Sole Economy 


LyNnN, Mass.—Says a sole cutter— 
3 cents more quality in outsoles means 
30 days more wear—5 cents more 
means 50 days more wear—10 cents 
more means 100 days more wear—and 
a real fine sole will wear so long that 
the wearer will loose the reckoning of 
the days. 


Has “Spare Pair” Sale 


TACOMA, WASH. — Featuring the 
“spare pair,” Sterling’s Family Shoe 
Store had a “talk of the town” mer- 
chandising event by offering an extra 
pair of shoes for one dollar, just to 
make the second sale to the same cus- 
tomer. While featuring certain femi- 
nine shoes in this extra pair event, 
Sterling’s also applied the “spare pair’ 
to the men’s department, and allowed 
the men to get the extra pair for the 
| wife or kiddies for a dollar. 
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It will not go 


For the best advertising results, 
use the Boot and Shoe Recorder 
—the recognized authority of 
the shoe and leather trade—the 
ONLY shoe and leather publica- 
tion a member of the A.B.C. 


The A.B.C.—founded in 1914— 
is made up of business papers, 
newspapers, magazines, farm 
papers, national advertisers and 
advertising agencies—a coopera- 
tive, non-profit organization that 
stands for honest, known, paid, 
audited circulation. 





without Steam 
S 


While going from New York to Chicago, a friend asked Mr. Wrigley, 
“Why don’t you quit advertising, now that your business is success- 
ful?” It was characteristic of Mr. Wriglev’s business acumen to 
reply. ‘‘How far do you suppose this train would go if the engineer 
suddenly cut off the steam?” 


We know of nothing more useless than a train with- 
out the power of steam to drive its great wheels. To 
the owners it’s a dead loss; to the passengers it offers 
absolutely no service. 


In industry a manufacturer’s products are on this 
train. They are of value to him only when they are 
of service to you. 


His business paper advertising is the steam that 
keeps the two properly coordinated. Business men 
know that to keep their train going they must keep 
up a full head of steam, and on a “grade” the pres- 
sure must be increased to the boiler’s maximum 
pressure. If they can’t make the grade, then it’s 
time to build a better engine. 


Progressive manufacturers have done and are doing 
exactly that. New products and equipment; im- 
provements on standard items; new, more efficient 
ways of doing things are being told about in the 
advertising pages of this magazine. These manu- 
facturers are making their products of real, worth- 
while value to you by consistent advertising. 


Jf it's worth making .... t3 woh adoctng_, 


Copyright 1932, Koyers & Gano Advertising Ayency of Texas 
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BOND STREET SPATS 
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Dancing Shoes and Taps 














* KENDALL'S P*OPESIO™" 


IN-STOCK 


Style No. 13 
Pat. Lea. or Bik. 
Kid with Full 
Cloth Lining. 











Women’s Sizes, 2%4-3 
$2.00 


Misses’ Sizes, 11-2 
$1.90 











KENDALL SHOE COMPANY 
* HAVERHILL, MASS. « 








2% -8 Misses’ 
A-B-C ii%e-2 


eufes 589 Essex St., Lynn, Mass. 











New Orleans Branch 

New Or.LeEANS—The three-story 
Thompson building at 833-35 Canal 
Street has been leased to the Miller- 
Wohl Company of New York City, for 
a branch store which will merchandise 
ladies’ ready-to-wear and shoes. 











>» TRADE DOINGS 4 





Trostel Expands Service 


MILWAUKEE, WIs.—Albert Trostel & 
Sons Company, tanners of calf leather, 
this week announced an important ex- 
pansion of their sales and service de- 
partments. The company now has sales 
and service offices in the following 
places: 

Boston, Trostel Leather Company, 
48 South Street; St. Louis, C. E. 
Hendricks, 1709 Locust Street; Roch- 
ester, John Siebert, 22 Andrews Street; 
Philadelphia, A. C. Mills, 317 Arch 
Street; Cincinnati, Hans Schenck, Room 
717 Transportation Building; Los 
Angeles, Pacific Hide & Leather, 716 
E. Washington Boulevard; New York, 
Salomon & Phillips, 461 4th Avenue. 

Trostel export activities are handled 
ae R. E. Brea, 7 Moore Street, New 

ork. 





Heavier Shoes Selling 


Detroit, Micu.—Despite a slight 
slump in business for the first weeks of 
October, P. M. Sabin, manager of 
Walk-Over Shoe Company in Detroit, 
is very optimistic about the immediate 
future. “The people who bought for 
style have already been in and their 
trade is done with; but those who are 
our really solid customers, buying be- 
cause they have to, are still waiting. 
Weather has been favorable to the cus- 
tomer in recent weeks, but cold days are 
beginning to bring in the men who 
obviously need heavy shoes for the 
winter, or even replacements in their 
existing wardrobe.” 





Marshall Kimmel Promoted 


NEw YorK—Marshall Kimmel, who 
has been connected with A. Levine’s 
store at 1609 Westchester Avenue, 
Bronx, for the past two years, has been 
promoted to the position of manager 
of the two stores operated by Mr. 
Levine. Both stores are on Westchester 
Avenue and are doing an excellent bu- 
siness, which Mr. Kimmel hopes to in- 
crease by progressive merchandising 
policies. He has been in the shoe busi- 
ness for the past 10 years. 





Florsheim Red Cross Chairman 


Cuicaco—Irving S. Florsheim, of 
the Florsheim Shoe Co., has accepted 
the chairmanship for the Leather Di- 
vision, in the annual Red Cross Roll 
Call, opening Armistice Day and end- 
ing Thanksgiving Day. 





Bata Abandons Building 


BaLTImMoRE, Mp.—The Bata Com- 
pany, have indefinitely abandoned con- 
sideration of building a large shoe 
manufacturing plant near Baltimore 
or anywhere else in the United States, 
it has been learned here. 
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Schiff Has Buying Confab 


CoLumBus, OH10—The regular Fall 
buying conference of officials, district 
managers, supervisors and a few of the 
managers of the larger stores of the 
Schiff Co., operating a chain of 194 re- 
tail units, was held here recently. 
Robert W. Schiff, president and treas- 
urer of the company, welcomed the 50 
conferees at adinner. Al Schiff, buyer, 
and Jule Mark, assistant, had charge 
of the deliberations. No shoe sales- 
men were permitted to attend as the 
conference was on matters of style, 
leathers, etc., for the Spring season. 
Oscar Musinsky, manager of the Bos- 
ton buying office, was in attendance. 





Adds Four Corrective Depts. 


Cuicaco—Four new lines of correc- 
tive shoes have just been added to the 
line sold in the women’s shoe depart- 
ment at the Boston Store. To accom- 
modate these, individual rooms given 
over to the exclusive sale of these spe- 
cialties have been opened up directly 
off the main department. These, to- 
gether with several salons already in 
use, make a “little street of shops” 
nearly a city block long. A patron 
coming to purchase a particular make 
of shoes can visit the shop and trans- 
act her business in private. Women 
who wear corrective shoes are often 
sensitive about this and enjoy the se- 
clusion that a special little shop pro- 
vides, according to A. Sachs, in charge 
of the department. 

The several rooms were newly deco- 
rated for the opening and an important 
event made of the occasion. Announce- 
ments were sent out to a mailing list of 
25,000 customers who had already 
bought corrective shoes at this store. 
They were invited to visit the new 
shops, or a special representative would 
be sent out with a selection of shoes to 
be chosen from, if the customer pre- 
ferred, according to the announcements. 

° 


Detroit Store Changes Hands 


DetroIT—Family Shoe Co., Inc., has 
taken over Philip Jaffe’s store at 1137 
Westminster Ave., in the north end. 
Jaffe and Herman Sorin, a new partner 
in the business, are the present owners 
of the new company. 








Biltmore Shoe Moves 


New YorkK—The Biltmore Shoe Co., 
J. Bernofsky, president, manufacturers 
of ladies’ turn shoes, announce their 
removal from 4 West Sixteenth Street 
to 826 Broadway, New York City, Oct. 
15. 





SEATTLE, WASH.—The J. C. Penney 
Co. is creating a new University dis- 
trict store just across University Way 
from its present location. The “across 
the street” location looms as a much 
finer retailing center, and in the art or 
science of merchandising. 
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THE /ERVICE If FREE TO YOU 





TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 


to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


All manufacturers, wholesalers and others, 


having goods to supply the following wants, 
should address The Inquiry Dept., BOOT 
AND SHOE RECORDER, 239 West 39th St., 
New York, N. Y. 


N 1525. Brewery Boots 

N 1526. Army Officers’ Dress Shoes 

N 1527. Soccer Shoes 

N 1528. Beaded Moccasins for All Family 

N 1529. Theatrical Shoes 

N 1530. House Slippers for All Family 

N 1531. Jodphur Boots 

N 1532. Men’s Shoes with Arch Supports 

N 1533. Safety Toe Shoes 

'N 1534. Women’s Shoes to Retail $3.95 

N 1535. Bowling Shoes 

'N 1536. Men’s, Women’s Shoes to Retail 
2.98 

N 1537. Ladies’ Popular Price Novelties 

N 1538. Popular Priced Boys’ and Girls’ 
Shoes 

N 1539. Arch Appliances 

N 1540. Ladies’ Popular Price Mules and 
Slippers 

'N 1541. Pump Bows and Buckles 









For Your Convenience We List the 


Following: 
Arch Appliances 
Analysis Complaint Chart 
Bath Room Mules 
Beach Sandals 
Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 
Slippers 
Sport 
Booklets (Free) 
Shoe making processes 
Leather Industry 
Rubber Industry 
Union Stamp Factories 
Cash Registers 
Children’s Division, State Grade: 
Barefoot Sandals 
Dancing shoes 
Infants’ moccasins 
Orthopedic 
Soft soles 
Bunnys 
Sheepskin turns and Prewelts 
Chiropody Schools 
Custom Knit Shoe Bags 
Dye Manufacturers 
Floor Coverings and Plans 
Foot Measuring Devices 
Handbags to Match Footwear 
Heel Protectors 
Hosiery, State Grade: 
Children’s 
Men’s 
Women’s 
Labels: 
Carton 
Woven 
Lighting: 
Interior 
Windows 
Men’s Division, State Grade: 


Moccasins 

Safety shoes 

White canvas shoes 

Work shoes 
Slippers: 

Danci. 

Drees 

Felt 


The Inquiry Dept., Boot and Shoe Recorder, 


239 West 39th St., New York, N. Y. 
Please send me information about: .... 
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Leather 

Locker Sandals 
Iman 

Tap Dancing 

Toweling 

Wool 


Active Sports Shoes: 
Aviation 
Basketball 
Baseball 
Bowling 
Football 
Golf 
Gymnasium 
Hunting 
Tennis 


Rubber Goods 

Riding Boots 

Riding Boot Accessories 
Scout Shoes 

Store Fronts 


Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Fitting stools 
Mirrors 
Stock Cartons 


Shoe Laces 

Signs, Electric 

Stock Keeping Systems 
Stocking Protectors 
Souvenirs: 


Dolls and doll shoes 
General souvenirs 


Shoe Cabinets 

Shoe Dressings and Dyes 
Shoe Findings 

Shoe Heels 

Shoe Ornaments ) 
Shoe Stretchers 

Shoe Trees 

Spats 

Vamp Rollers and Stretchers 


Women’s Division: 
Dancing— Ballet 

Tap 

Russian boots 

Dancing sandals 

Camping boots 

Golf shoes 

Golf shoes, spiked soles 

Orthopedic shoes 

Sport moccasins 

Sport shoes 


Party Slippers 
House Slippers 
Wool Shoes 


Windows: 
Backgrounds 
Corrugated decorative paper 
Clips for price tickets 
Display art panels 

Floral decorations 
Reflectors 

Display fixtures, shoes 
Display fixtures, hosiery 
Price tickets 

Show card service 

Arch Support Shoe Stands 
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THE RECORDER’S 
DISTINCTIVE WINDOW 
DISPLAY CARDS An added feature: 


8 cards 34%” x 4”. 


10% 


Selling is Through 
WINDOW 


IF the shoes in your windows 
could only say aloud: 


This is a fine store . . . always courteous service. The cus- 
lomer’s needs receive concentrated attention. The merchant 
selling me is giving you wonderful value for each dollar you 
spend.” 


RECORDER WINDOW DISPLAY CARDS give “silent” shoes 
in the windows a voice on behalf of the merchant. Make your 
merchandise attractive in display—use Recorder cards for 
color and to talk YOUR store service—and your business will 
tm prove, 


You can’t contact the window shoppers outside, but you can 
GUIDE their thinking. Appeal to them on a basis of service, 
quality, personal satisfaction. 


Recorder cards are designed and written exclusively for shoe 
merchants. Double the value of your window displays with 
lhansl-lettered selling messages on colorful, artistic, die-cut 
show cards. 

Samples will be sent on request 
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Jvetiuwean . 
wa splendid «,. 
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OCTOBER 


Corn color board; de- 
sign in orange, green, 
and black; text in black. 


Size: 8x14" 


COMPLETE TEXTS 
sent on request 


4 cards—Women’s Shoes 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On Store Service. 
Fitting, Quality, Ete. 

Single Cards: 60¢ each 

Without Text: 35¢ each 





OCTOBER 
HARMONIZING 
TICKET 


Available to non-show 
ecard subscribers at 
prices listed below. 





il 


wll 





























“jy” : 
Gold Design on Design on Buff. : “Z": Yellow Lan- 
Pale Yellow. on Bright Yellow. tern on Deep 











# 


Black and “I”: Pale Green “S: Red Flower 





o's Orange “O”: Rose Design 
Oo Trim on Bright on Light Tan. 
— Yellow. 





" H 
ReOmRR 








Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 


WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J”—Polly Clips for tickets: 4 gross $2.25 


(adjustable—tilts at any angle 1 gross $4.00 


“K”—Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 


CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 


“eye? ee 




















66K? 
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MORE SHOES! 





Annual Display Card Service 
includes 
EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL. CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: . Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets, with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 





HOLDERS 
Oval base — bur- 





nished gold— 1 te 
three color trim. Smart 
These modernistic C and 6 
holders take any 9) 
size card. They morta Ye, 
harmonize with ; By bay. 
the finest of win- ~its sensible 
dow display fix- ppt age Pee 
tures. Walki by 

yi 








Merchants Service Dept. 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, Ill. 


Wish— 


Select the Service You 
Mail Coupon—See Sales Jump! 
SERVICE NO. 1—$5.00 monthly: 


12 display cards... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
100 blank harmonizing price tickets 
SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4 —$2.25 monthly: 
4 display cards ... 2 holders. . 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, III. 


Please enter our order for the Recorder “Selling Mes- 
sage,” beginning with October, for card service 


NG@ee eeenes , for one year, consisting of........ card 
holders (with the first month’s service), ........ eards 
and........ blank tickets each month—OR—........ 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $........ per year, payable $........ 


per month. For cash in advance, full year’s service, | 
5% discount. Checks from foreign subscribers must} 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue | 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service | 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 


WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


Picci eee » ee : rere eee . ere , eee 

SIG NGM so eccus. erste ccdcnsesced Ueee “sucaads 
OI 25 CES SOLE ET EG ES REEER Ao cE Rs 
ROCCE ECP CEO CLE CELA EE CLL 
eT Md ics sactnsedanes: 
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CLAW IFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


oa ° Cn 

















SALESMAN WANTED 


LINE WANTED 


FOR SALE 





ALESMEN — STITCHDOWNS: Children’s 

2 sole and 3 sole construction; Infants’ Pre- 
welts; Men’s Romeos and ventilated; Boys’ and 
Ladies’ Sport and Regular Oxfords; popular 
priced quality line; case lots. Makeup only. 
Strictly commission basis. Following territories 
open by states: Michigan; Indiana; North Da- 
kota; South Dakota; lowa; Kentucky; Tennes- 
see; Virginia; North Carolina; South Carolina; 
Georgia; Florida; Alabama; Kansas; Arkansas; 
Oklahoma; West Texas; New Mexico; Arizona. 
State experience, territory travelled and trade 
sold. Must travel by car. Address D-510, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





ANTED-—-Salesmen. States of New York, 

Indiana, Kentucky and Tennessee, to sell 
short In-Stock line of women’s popular priced 
novelties on commission. State experience and 
give list of customers sold. Hannahsons Shoe 
Co., Haverhill, Mass. 





SALESMEN to carry short line Padded Sole 
Boudoir Slippers for Brooklyn manufacturer. 
Volume trade only. Commission basis. 79c. to 
$1.00 retailers. Uneeda, 109 S. Sth St., Brook- 
lyn, N. Y. 





ALESMEN or representatives having display 

offices and contacting medium priced and 
better stores, to carry our line of beautiful, 
high quality ornaments for opera pumps, to sell 
at popular prices. Unusual eppertuatty tor 
live wires; not interested in order takers or 
curiosity seekers. West Coast, Chicago terri- 
tory and others open. Please give full informa- 
tion. Address D-515, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y 





ANTED—Experienced salesman for well- 

known line of Comfort Turns—Sport Welts 
and Style Littleway Shoes. Prefer salesman 
with acquaintance and § oy for the fol- 
lowing territories: Washington, Oregon, Idaho— 
Georgia, Florida, Alabama—Oklahoma, Arkan- 
sas—West Virginia, Virginia, North and South 
Carolina—Ohio—Texas, uisiana — California. 
Strictly commission basis, settlement first and 
fifteenth of each month. In making applica- 
tion, give references and full details of past 
experience. Address D-516, care Boot & Shoe 
a le 239 West 39th "Street, New York, 

; ee 


HAVE covered the State of Iowa for past 

twenty years with a rubber line in capacity 
of general manager and field man. Have a 
following in the State of Iowa, and can furnish 
best of references in regard to ability and in- 
tegrity. I am looking for a connection with a 
rubber or shoe house. Address A. J. Wylie, 
1106 42nd Street, Des Moines, Iowa. 





ANTED—-Popular priced Ladies’ Line for 

New York City and vicinity. Have large 
chain and department store following. Twent 
years’ experience. Excellent references. Ad- 
dress D-513, care Boot & ee oe, 239 
West 39th Street, New York, 


-RAY For Sale. Used Foot X-ray machine. 

Brand new tube. Perfect condition. Since 
closing branch store we have two machines on 
hand. Will sell one at less than half of cost. 
Lewis Bros., Joliet, Ill. 





gisee will buy men’s and boys’ shoe store in 
good Michigan town of 60,000. Good loca- 
tion. Clean stock. Fine fixtures. Established 
trade. Limited capital reason for selling. Ad- 
dress D-511, care Boot & Shoe Recorder, 367 
West Adams Street, Chicago, Ill. 








MERCHANTS’ NEEDS 








WANTED— -Manufacturers line of women’s 
novelty shoes to retail at $3, $4 and $5, 
for New York City and metropolitan area. 
Commission basis. Jack Gold, 201 W. 77th 
Street, New York City. 








POSITION WANTED 


ETAIL SHOE SALESMAN, 35, GOOD 

APPEARANCE, ALL a SELL- 
ING MEN’S, CHILDREN'S A ND LADIES’ 
SHOES. CAN RNISH BEST OF REF- 
ERENCES. PAST 15 YEARS’ EXPERI- 
ENCE; WILL GO ANYWHERE; MODER- 
ATE SALARY. Address D-514, care Boot & 
ow oC 239 West 39th Street, New 
or 


HOE BUYER, Executive and Merchandiser. 

By a matured operator with past profitable 
operations, with department stores, large 
chains and specialty stores using modern meth- 
ods in unit control that make for turnover and 
profits. Can go anywhere—know all markets— 
silt-edge references -— confidential. Address 
D-512, care Boot & es Recorder, 239 West 
39th Street, New York, N. Y. 











New Improved 


Pouy, Cue 


for Price Tickets 


84.00 82.25 
Gross half gross 
Tilts at any angle 








M. D. POLLINGER CO. Holland Bidg., St. Louls, Me. 











BUSINESS OPPORTUNITY 








U CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn bi 
income in service fees. A new system 0 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade ag can —— to. No capi- 
tal required or goods to buy; no agency 
or soliciting. "pStablished 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








SHOE Manager, Buyer and Salesman, age 36, 
now employed, desires a position with a 
reliable concern. Fifteen years’ experience sell- 
ing high grade women’s shoes. Will go anywhere. 
Al references. Address D-518, care Boot & 
poe Recorder, 239 West 39th Street, New 
Yor Y. 








SHOE Salesmen to handle complete line of 
shoe ornaments. Excellent opportunity for 
men who have time to devote for side line, com- 
mission basis, state references and territory in 
first letter. Address D-517. care Boot & 
Recorder, 239 West 39th Street, New York, 
m: &. 


BUSINESS OPORTUNITY 


VERY shoe store should have a trained Chirop- 

odist. Complete course by correspondence. 
Adiustments, pads. supports, surgery taught. 
EVANS FOOT INST., Montgomery, Ala. 











WANTED TO PURCHASE 











WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 











$1.25. When a box 





CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


RATES 
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CHEAP TO QUICK PURCHASER 








NATHAN H. APPLEFELD 


at a fraction of replacement value 


Price depends on quantity desired. 
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any portion of 2000 pairs of genuine Russian Calf and shell cordovan riding and field 
boots made for the United States Government by 


NETTLETON—BANNISTER—PELS—HANAN 


223 W. Baltimore St., Baltimore, Md. 











RASKIN’S SHOE STORE OPENS IN SAVANNAH 





SAVANNAH, Ga.—The National Shoe 
Company, Inc., announces the opening 
of a new store under the trade-name 
of “Raskin’s Shoe Store,’ at 21 West 


Broughton St. This completes a 
chain of four retail stores under this 
management, three of which are lo- 
cated in the home city of the company, 
Savannah, and the fourth in Jackson- 
ville, Florida. Besides ‘“Raskin’s Shoe 
Store,” the firm operates in Savannah 
under the trade-names of “Family Shoe 
Store” and “Robbins Shoe Store.” 

The new store is very attractive, 
spacious and modern in every respect, 
being one of the finest shoe stores in 
this city. It is located in the center of 
the shopping district. 

The exterior bears a modernistic 
front design finished in silver and black 
with a tarraza floor and with black 
tile bulkheads. A brilliant neon sign 
bears the name of the store. The in- 





terior has veneer panelling with the 
shelving harmonizing, while the metal 
ceiling carries out the modernistic 
front. The store has a seating capacity 
of 42 with a Kiddie Korner in the rear 
of the store. 

On the opening day a coin purse was 
presented to all callers as a souvenir 
and a swazzett zipper bag given to each 
purchaser of a pair of shoes. The 
store is attractively arranged and car- 
ries men’s, women’s and children’s 
shoes with a special department for the 
sale of hosiery and bags. 

Telegrams, flowers and good wishes 
were heaped upon the officers of the 
company upon the opening day. The 
officers are Isaac Raskin, president; 
Robert Raskin, vice-president, and 
Alex Raskin, secretary. The new store 
is under the direct management of Alex 
Raskin, and there are four assistants. 








Enlarges Shoe Department 


BALTIMORE, Mp.—Increased sales in 
women’s footwear has made it neces- 
sary for Hecht’s Reliable Stores, 517-21 
South Broadway, to enlarge its women’s 
shoe shop which is located on the main 
floor. Extensive improvements were 
also effected making the shop more at- 
tractive in its arrangements and ap- 
pointments. 





Aids Child Welfare Move 


WoonsockET, R. I.—Anxious to help 
the youngsters of his city, Everett J. 
Hanson, manager of Stone’s Booterie, 
Inc., is giving one per cent of Friday’s 
receipts to the Child Welfare movement 
sponsored by the Lions Club. Catering 
to the children’s trade, the store took 
this way of helping their many young 
friends. 








WANTED TO PURCHASE 





$ HIGHEST CASH PRICES 3 
PAID 


for shoe stocks, slow sellers, ete. Short time 
lease taken — i confidential. 
st. 


MAX GLAUBERG 
327 Church St., New York City P 
Phone: Canal 6-2632 











POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 


entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 








Buyers of Surplus Stocks 


We will b Hh shoes 
from manufacturers, jobbers pg Eg as 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-42898 and 4299 




















Persistent Customer 


LOUISVILLE, Ky.—Henry Y. Fowler, 
owner of Fowler’s Bootery, speaking 
of conditions, said: 

September has been a banner month, 
with sales showing an increase of 50 
per cent over last month. People want 
better shoes and now is the time to 
sell them. They know the special fea- 
tures we offer them in our best shoes 
and they prefer to pay $8.50 and $7.50 
and get the added comfort and style. 

We keep a card system of all our 
customers, showing size, date of pur- 
chase, style, price of the shoe as well 
as the name and address of the cus- 
tomer. To this mailing list we send 
out every month a card, citing new 
styles, new stock, but twice a year we 
send a folder with a number of cuts 
featuring new fashions. While we 
find this a very productive type of pub- 
licity, bringing in many mail orders 
for instance, yet word of mouth is 
our very best selling appeal. 

This morning I sold a woman from 
Pensacola, Fla., who happened to be 
buying a dress and asked the sales- 
woman where she bought her good- 
looking shoes. The saleswoman replied, 
“Fowler’s Bootery, and they are the 
best-fitting shoes I ever had. I never 
had such comfort.” So the Florida 
woman walked on out the street, ask- 
ing people where my store was, and 
though she found it farther out than 
she expected, kept on till she found it. 





\\ 


























What’s the Window Story? 


[CONTINUED FROM PAGE 30] 
which the merchant thinks of them, but 
as articles of use or fashion, to fulfill a 
definite purpose or harmonize with a 
particular costume. Hence the effective- 
ness of an idea that ties up shoes with 
the big football game of the year in 
your town, or with Thanksgiving, when 
young folks are home on vacations from 
school or college and a round of social 
affairs calls for formal footwear to 
match the evening costume. Such dis- 
plays are of the class that definitely 
connect the shoes with an event in 
which most people are interested. 

Interesting windows .-.can-—also be 
built with a theme such.:as ~Armistice 
Day, for example, which has no par- 
ticular sales appeal of itself but never- 
theless is of such interest to large 
classes of people that it, too, has an 
important attention value. A few war 
time posters, or some relics of the great 
conflict can furnish the center of in- 
terest in such a display, which is par- 
ticularly appropriate for a men’s and 
boys’ shoe store. This type of display 
will serve to stop the average man and 
cause him to look at your window, 
which is the first objective toward 
focusing his attention on your shoes. 
Some heavy trench footwear of the 
military type might well be displayed 
in such a window and from these it is 
casy to transfer the man’s attention to 
heavyweight shoes for winter. 

Early November is an excellent time 
to feature rubber footwear and sturdy 
walking types of shoes for stormy days. 
ew shoe stores devote a proper amount 
of promotional effort to rubber foot- 
wear, preferring, apparently, to regard 
rubber goods as staple merchandise 
which depends upon the whims of the 
weather rather than the sales efforts 
of the store. Within certain limitations 
this may be true, but it is equally true 
that a good rubber footwear window at 
the psychological time will serve to 
arouse an interest in arctics and ga- 
loshes on the part of many customers 
who might otherwise be inclined to pass 
them by until actual necessity com- 
pelled their purchase. 
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BOOTS AND SHOES 


Applefeld, Nathan H., Baltimore, Md..... 65 
Bass, G. H., Co., Wilton, Me.......... se St 
Bett Shoe Co., Philadelphia, Pa......... 54 
Brooks Shoe Mfg. Co., Philadelphia, Pa.. .56-58 
Brown Shoe Co., St. Louis, Mo......... 38-39 


Cambridge Rubber Co., Cambridge, Mass. 8 

Chase, W. S., & Sons, Haverhill, Mass... 58 

ma Life Shoe Mfg., Co, Milwaukee 
56 


Connell J. M., Shoe Co., eer ieuiaisee 
En rine era 
Craddock: Terry Co., Nashville, Tenn., 
Second Cover 
Ebberts, John, Shoe Co., Buffalo, N. Y..... 52 
Edwards, J., & Co., Philadelphia, Pa., 
Back Cover 
Evans’ Son, L. B., Co., Wakefield, Mass... 40 


Hannahsons, Haverhill, Mass. ..........- 54 
Julian & Kokenge Co., Columbus, . 26-27 
Kendall Shoe Co., Haverhill, ig Oweenne 60 


Miller, I., & Sons, Long Island City, N. Y. 31 

Mishawaka eee? & Woolen Mfg. Co., 
a ee ee errr 

Mrs. a" . Taeal {aby Shoe Co., Danvers, 


RCs ai peer ieee ne oe 56 
mandbeek Shoe Co., Danville, Ill. ....... 5 
Nettleton, A. E., Syracuse, N. Y. ........ 52 
Old Colony Shoe Co., Brockton, Mass..... 52 
Owens Shoe Co., Lynn, Mass............. 60 
Richards & Brennan Co., Randolph, Mass. 52 
Rohn Shoe Mfg. Co., Milwaukee, Wis..... 42 
Shaw, M. T., Inc., Coldwater, Mich. ...... 51 
Smith, J. P., Shoe Co., Inc., Chicago, IIL, 

23, 52 
Vaughan-Towle Co.. Wakefield, Mass..... 58 
Vitality Shoe Co., St. Louis, Mo........ eset 


LEATHER AND OTHER MATERIALS 
Amer, William & Co., Philadelphia, Pa... 6 


Barbour Welting Co., Brockton, Mass..... 44 
Dewey & Almy Chemical Co., Cambridge, 
MES Viel SES aw ese a ee anion Front Cover 


Hubschman, E., & Sons, Philadelphia, Pa. 29 


Levor, G., & Co., Inc.. Gloversville, N. Y...2-3 
Lima Cord Sole & Heel Co., Lima, O. 
Third Cover 


Panther-Panco Co., Chelsea, Mass......... 55 
Spaulding Fibre Co., No. Rochcster. 


Surpass Leather Co., Philadelphia, Pa.. 43 
Trostel, Albert, & Sons Co., Mibonsien. 
i 10 


| Se ee ee ee ee ee 


MACHINERY, LASTS, MFRS’ SUPPLIES, 
DRESSINGS, ETC. 


Cavalier Corp., Baltimore, Md............ 54 
Compo Shoe Machinery Corp., Boston, 
MG 0.0 Sede 46-0000.06 005.0600 S60 ke ss 7 
United Shoe Machinery Corp., Boston, 
RHE ee ee aa. 37-47-53-57 


SHOE ACCESSORIES 


Pollinger, M. D., Co., St. Louis, Mo....... 61 

Scholl Mfg. Co., Chicago, Ill.............. 41 

Simplex Shoe Tree Corp., Chicago, Ill..... 52 

Williams Mfg. Co., Portsmouth, Ohio..... 60 
MISCELLANEOUS 

Glauberg, Max, New York City........... 65 

Hotel New Yorker, New York City........ 48 


Kirsch-Blacher Co., Inc., New York City.. 65 
National Retailers Mutual Insurance Co., 


TER ids.ctan chbe Ska ee ee eie see e 49 
Poster & Deutsch, New York City...... 65 
Rubin, Irvin, New York City............. 64 
Stephenson Laboratory, Boston, Mass..... 64 


Renewed Store Lease 


MEDFORD, ORE.—Clarence Evans has 
completely remodeled his Buster Brown 
shoe store and renewed the lease on 
the premises for the next four years. 


Newest Portland Store 


PORTLAND, ORE. — Newcomers on 
Portland’s shoe row, are Hughes & 
Pearson, who have opened with an 
outstanding line of Treadeasy shoes at 
734 Morrison Street. 








OBITUARY 





Mrs. Willis S. Shaft 


FARIBAULT, MINN.—Mrs. Willis S. 
Shaft, wife of the chairman of the 
board of Shaft-Pierce Shoe Co., and 
prominent in local church and club 
activities, died Oct. 12, fcllowing a 
month’s illness. Funeral services were 
held the following Saturday at the 
‘Cathedral of Our Merciful Saviour. 
The Order of the Eastern Star was in 
charge of services at Maple Lawn 
Cemetery. 

Emma May Callender was born Feb. 
25, 1867, at Harvard, Ill. She was mar- 
ried to Willis Sherman Shaft in Aber- 
deen, S. D., in 1889. Mr. Shaft was 
then engaged in the retail shoe busi- 
ness. Mr. and Mrs. Shaft came to 
Faribault in 1905. 

For many years Mrs. Shaft was 
active in the work of the Parish of the 
Cathedral of Our Merciful Saviour, and 
was a member of the Cornelia Whipple 
Guild of that church. She was also 
prominent in activities of the Order of 
Eastern Star, having filled the offices 
of Worthy Matron and Grand Esther 
of the Order of Minnesota. 

After her marriage in Aberdeen, she 
took an active interest in the retail 
shoe store and it was while she was 
engaged in this business with her hus- 
band that she designed and made baby 
shoes from chamois skin, which she 
called “Shaft’s papoose moccasins.” 
From that enterprise, the present man- 
ufacturing business of the Shaft-Pierce 
Shoe Company has been built. 

Mrs. Shaft is survived by her hus- 
band, two daughters, Mrs. Raymond E. 
Nelson and Helen G. Shaft, and a son, 
W. Stewart, all of Faribault. She is 
also survived by four grandchildren. 
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Shoe from 
MABEL 
g 0 WINKEL 


This new light brown 


ISO 


This greyish beige 
harmonizes with the 
is smart both for mid- natural and string 
shades that are ap- 


and as an accent to r =| pearing in cruise 


season wear with furs 








string and natural costumes, and are 


i i inue 
costumes in spring. expected to conti 


into spring. 




















HAFF Beige No. 980 and Biscay 


Brown No. 90 combine to form 


a practical spring version of the 
Monk shoe, lightened by a cut-out, 
stitching, and perforations. 
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Quote 


A few sentences from a letter received from 
the buyer of one of the largest department 
stores in the South: 





é £a $¢6September last year we put Poll Parrots 
: on our fourth floor. Our fall business 
showed better than a 30% increase, and 
for the first six months of this year we 
show approximately a 50% increase and 
are still going strong. 


“Since adopting this line we have increas- 
ed our volume on a lower inventory, 
turned our stock more rapidly, mark- 
downs have been negligible, and we have 
made a fair profit. Customer complaints 
have been practically nil, while repeat 
sales for satisfactory service were many. 99 


September 1, 1932, to June 30, 1933, as you well remember, was 
not a very brisk period for business... but this large store, as 
well as many others made splendid increases in volume and 
profits in the sale of juvenile shoes, with the Poll Parrot line. 


The Poll Parrot proposition is worthy of yout investigation. 
Write us, direct, or if you prefer, to any one or all of the scores 
of outstanding stores who are doing such a marvelous job with 
this line. Get their side of the story. 








Poll-Parrot Shoes 


re the Nations Favorite Line of Juvenite Footwear 


ROBERTS.JOHNSONSRAND Y 


“i ee ye ee 0s 











When writing advertisers please mention Boot and Shoe Recorder 















BooT AND SHOE RECORDER 3 
combining THE SHOE RETAILER, Nov. 4, 1933 





WINFIELD WAY REGULAR WAY 


The diagrams illustrate the free toe 
room available in the WINFIELD 
Last as compared to regular lasts 





Feo Xu 
“C)uttlare Foot ? 


y That is a question that thousands of men are being asked 

“through Florsheim advertising. The outflare foot is a nor- 

mal foot, differing from a regular or inflare foot only in 

yf the distribution of the body weight... yet prominent foot 
“AS fp specialists declare that 80% of the feet they examine are 
[ 0 C. normally outflare and cannot be fitted properly with reg- 

Style Illustrated, Tue Wivetec> ~=— Ul ar lasts. The Florsheim Winfield is only one of many ex- 


In Black Calf, S-490 4 ; 
_In Brown Calf, $-496 clusive features offered Florsheim dealers to help them take 


In Black Kid, S-493 f : ? ‘ 
In Black Kangaroo, $-494 | Care of their customers satisfactorily and build a permanent 


and profitable business. To resail at $ 6° a 
She 
FLORSHEIM Shoe 


THE FLorsHEIM SHOE ComMpaANy ¢ Manufacturers « Chicago 
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FASHIONABLE 
and PRACTICAL 





SILHOUWELTS 
combine style 


SILHOUWELTS fat Gamie 


Sr 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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You'd never 












| IFE 


Even a Sherlock Holmes might be fooled as to 
the character of these Brownbilt Tread Straight 
Shoes. They carry the stamp of the strictly style 
shoe so unmistakably, you’d never suspect them 
of having such distinctive health features. 

Retailers are taking advantage of their dual 
character—making one stock do the work of two. 
They sell two classes of customers from the same 
stock of Brownbilt shoes. The young man about 
town, who must have smart shoes and cares 
nothing about health features, buys Bréwnbilt 
shoes on their style alone. 

Older men, and men with weak or tender feet, 
bless you for the Tread Straight features, and are 
grateful for the style. 


Ask the Brown Shoe salesmen to spread the 
line. You'll find plenty of patterns, sizes and 
widths to fill your needs. 


Drew Snos Gowan NR 
MANUFACTURERS e¢ SAINT LOUIS 
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This modern shoe, distinguished 
for grace and flexibility, is made on 


standard UAC equipment. 


The insole can be 


FULL or SKELETON 


(for added flexibility). 


The outsole may be attached by chain 


stitch, lock stitch, or by cement. 
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ISTOCRAT OF FLEXIBILITY 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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CAMBRIDGE 
RUBBER COMPANY 


CAMBRIDCE, MASS. 


BOSTON NEW YORK CHICAGO 
600 ATLANTIC AVE. (25 DUANE ST. 317 W. MONROE ST. 


AND LEADING WHOLESALERS 


ADVERTISED 
IN 


vocue 





Tie in with 
RAYNSHU 
TIES 


The practical, radical, new shoe—the smash hit 
of the rubber gaiter season. Already moving at 
an amazing pace. Dealers’ sales are increasing. 
Retail selling started earlier. The selling power 
of Raynshu Ties breaks down all price resistance 
and brings you real profits on gaiters. If you 
haven’t stocked this sensational shoe, which 
couples style innovation with intense practicality 
and kills competition of ordinary price mer- 
chandise, communicate with our nearest branch 
for samples. 


WRITE OR WIRE 
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VOLK'S of Dallas 


The Finest Shoe Store in Texas 












































Now Features 


FREEMAN SHOES 


HEN the finest shoe store in Texas goes “FREEMAN”... . there must 

be a good reason for it... . and there is! Volk’s have featured 

quality footwear for 40 years. They selected Freeman Shoes as the one line 

that exactly met their demands for fine quality footwear at popular prices 

. . Shoes that would carry on the Volk reputation for quality and value. 

{ Freeman Shoes are “clicking” at Volk’s .... proving 
that this great store made a wise decision. Write or 
wire today for full details about the Freeman franchise. 








RETAIL AT FREEMAN SHOE CORP., BELOIT, WIS. 


Pi FREEMAN i=" 
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